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ABSTRACT 
Assessment of Consumer Orientations 
in 
Clothing Acquisition 
by 
Bertha Eggertson, Master of Science 


University of Alberta, 1982 


Professor: Dr. Anne P. Kernaleguen 
Faculty of Home Economics 


Department: Clothing and Textiles 


The purpose of this research was to obtain information concerning 
consumer behavior in relationship to clothing acquisition. Results of 
the study will be used in conjunction with other research, information, 
and identified trends for the planning and development of future clothing 
and textiles programs for the Home Economics Branch, Alberta Agriculture. 

A replication of a descriptive survey, conducted in Indiana, related 
to clothing attitudes, interests, and priorities was undertaken. The 
questionnaire focused on consumers! orientations toward fashionability, 
social appropriateness, and economic factors in the acquisition of clothing. 

The random sample used in the study consisted of 80 women ranging 
in age from 18 to over 65, representing farm, part-time farm, rural 
non-farm, and town residents. The questionnaire was mailed to 210 
households in the Innisfail district with a 44 percent adjusted response 


face. 


The findings indicated that all respondents were concerned with the 
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economic aspects of clothing. Generally, they were not fashion 
opinion leaders or fashion innovators but did express interest in 
knowing current fashion trends. The respondents felt clothing was 
important for social acceptance. 
A comparison of farm and non-farm rural consumers indicated similar 
clothing orientations for the two groups but differed on one factor 
in clothing decisions. The results suggest place of residence had 
had little influence on rural consumers! clothing orientations. 
Generally, consumer orientations in clothing acquisition in the 
present study were found to be similar to those expressed in the Indiana 
study. Slightly higher scores, however, were acquired in the latter 
study to statements related to fashion innovativeness, fashion interest, 
and fashion opinion leadership. These differences may be attributed to 


the inclusion of urban consumers in the Indiana survey. 
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CHAPTER | 


INTRODUCTION 


The consumer of today is faced with increased complexity and a wide 
variety of goods in the marketplace. The decision process in the 
acquisition and use of these goods is involved and influenced by a 
multitude of interacting factors. 

In recent years the marketplace, through technological developments 

and global pressures, has become increasingly complex. Consumers 

live in an environment in which changes in the economic system, 
patterns of work and new life styles require a high level of 
consumer competence, understanding and action. The changing 
conditions of American life have implications for consumer 

education. (Monsma and Bannister, 1979, p. 41) 

Through the study of consumer behavior, researchers have gained an 
insight into the decision process. Many have developed conceptual 
frameworks to explain and improve predictability of future consumer 
action. 

Understanding why consumers make particular decisions is 
basic to consumer education program planning. Information which might 
assist in predicting consumer choices and aid the consumer in making 
wise choices in the purchase of goods is required and has resulted in 
motivational research and speculation. 

Consumers! needs and preferences vary so that the use of an economic 
theory for interpreting consumer decisions has limitations according 
to some economists. Consumers usually do not derive maximum satisfaction 
from goods when only economic factors are considered. Researchers have 


indicated that psychological factors, such as motives and attitudes, 
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as well as the social interaction of individuals affect behavior 
pattern (Kassarjian and Robertson, 1973). 

Clothing researchers recognize the importance of the psychological 
and social along with the physical and economic aspects in clothing 
acquisition. By studying consumer needs, values, attitudes, interests, 
and priorities in clothing consumption the educator is better able to 
help individuals make clothing choices which will yield maximum 
satisfaction. 

The purpose of this research was to obtain information concerning 
clothing decisions in clothing acquisition. The resulting data will be 
used in conjunction with other research, information, and identified 
trends for the planning and development of clothing and textiles programs 
for the Home Economics Branch, Alberta Agriculture. By identifying 
behavior patterns the program planner is in a better position to provide 
leadership and educational opportunities to assist the consumer to meet 


the challenge of the marketplace. 


Statement of the Problem 


Consumers need assistance in acquiring knowledge and skill develop- 
ment to meet physical, psychological, and social needs within their 
financial means. With the present economic condition, there is an 
increase in consumer demand for assistance in planning, selection, 
construction, and care of family apparel. 

Before effective consumer programming can take place the educator 
must identify specific needs and interests of the consumer. Often the 
needs are diverse and difficult to identify. Apps (1980) suggested it 
is relatively easy for adult educators to design programs that appear to 


respond to what people want. ''Ilt is much more of a challenge to go 


[ ne 


: : : = 


‘99 


D 
sah 
_ 


oe 


iba te et 


nth 


7 a en 7 
a a) ar, 


o a4 vo . = h at 


el _ 
sana BOY ta a gavlons'| nergy ores be 
: ~ (potgastelaea 
priaancy gieaiiaraledl bjocan/weithbaas 2b dal 1d. wtodvag SAT 
ad Titi aven Gore teeesienT dlatetunrg wriietts at englel sob patdaola 


welt anet | int , jehiginantiot phen tet Bot /S fy tw folJanuines wi beew 
coger re! we attest No Shee thobh bhe Glhhet& a ae? abner 7 
qveyitinste v4 uP hOGK, cf oath Aarms 22tabnede ral ens wi | 


MW 
= 


ie 


sbiverq of nOVaTadQ Ter fod AT ab vaimlg. mongers ont eno dSn@ volved 
Jeon bo s4meEnbs SAY Teleen ad’ eeirinus O§no teow! Move bine qidersbes! — _ 
gdularsten Gtr Ad agnatfods aly 


i= 


ind dg Arg, Le sqawmesnt2 a 
~gotaveb. 1 (ket spbalwandipelstupse ni. oseute | ees Baw espe 
vies. nteewowhsso (elsee bie -,bao'colciayeg ,festeytg toa oF Poem. 
fis at shane! <AGRTiees Siewathe 16eeerd sds GHW conan tel eee 
nelsoetae .oetineig al sonesétere Yo) baumeb vamueide eT seeetont 
Jorenas ylimei Vo ay6o bre ,neltowtseege 
~ soreaube ott saehy stad pro \ominmerge77 Tedwenss ov idostie, sree. 7 
v bits INO Aetlanoe APO edesVOIe1 dae, chon slope VP seabT —_ 


<< BE Bageeppar (bet) xagh avVigiebi o7 Hast) 1b abba (5 
ee ae J hobs anti 


beyond the wants of people and deal with inner needs -- needs that some 


people have not even recognized in themselves (p. 30).!! 


Justification 


Determining needs and interests of the adult learner is fundamental 
for effective program planning. In examining a specific group or 
situation an attempt is made to define relevant learning needs and to 
identify how these needs can be met. The assessment is more than a 
scientific information-gathering procedure (Monette, 1979). 

Generally, need assessment is concerned with learning needs. 

Labelling a need as educational implies that it is capable of 

being satisfied by means of a learning experience which can 

provide appropriate knowledge, skills or attitudes. (p. 119) 

Scotney (1978) indicated adult educators ''have found that the 
most effective programs of adult education are those in which the needs 
and related interests of the adult learner are identified and considered 
in developing appropriate programs'! (p. 78). 

Monsma and Bannister (1979) suggested consumer educators should 
identify special groups and plan programs to meet their specific needs. 

To meet the diverse needs of the consumer population, the 

generalized consumer education concepts should be modified or 

expanded as appropriate to various circumstances. Such groups as 
senior citizens, low income consumers, and women in transition, 
among many others, have special needs which must be identified 

and addressed. In many cases, this means that consumer educators 

must go beyond the traditional classroom setting to understand 

the needs which exist in the community. Not only must the core 


concepts be adopted to acknowledge these groups, but materials and 
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programs must be developed to meet their specific needs. (pp. 8-9) 

Sproles (1977) indicated that information obtained from the study of 
clothing attitudes, interests, and priorities ''can be used by consumer 
educators, extension agents, and retailers to understand consumer 
decision-making in different segments of the market, and to design 
informational programs focused on consumers! needs and preference'! 
(pe)! die 

Once needs are determined ''these needs become the oriented point 
for preparing meaningful offerings'' (Kotler, 1975, p. 124). More 
attractive and relevant programs can be offered to potential clients 


through a needs assessment approach. 


Objective of the Research 


The objective of this research was to conduct a survey to obtain 
descriptive information concerning consumer attitudes, interests, and 
priorities in clothing acquisition. Specific objectives were to: 

Lhe develop a descriptive profile of consumer orientations in clothing 
acquisition in’ one rural district in Alberta. 

oa summarize information on lifestyle activities; sources and kinds 
of clothing information used; and purchasing criteria and 
experiences in clothing acquisition. 

Sie compare orientations to clothing acquisition of farm and non-farm 
rural consumers. 


h, explore relationships among the variables studied. 


Hypotheses 


In relation to objective three, the following hypotheses were stated 


in the null form. 
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Hypothesis | 

There is no significant difference between farm and non-farm 
rural consumers in fashion innovativeness. 

Hypothesis 2 

There is no significant difference between farm and non-farm 
rural consumers in fashion interest. 

Hypothesis 3 

There is no significant difference between farm and non-farm 
rural consumers in fashion opinion leadership. 

Hypothesis 4 

There is no significant different between farm and non-farm 
rural consumers in individuality in dress. 

Hypothesis 5 

There is no significant difference between farm and non-farm 
rural consumers in conformity in dress. 

Hypothesis 6 

There is no significant difference between farm and non-farm 
rural consumers in economics of dress. 

Hypothesis 7 

There is no significant difference between farm and non-farm 
rural consumers in the acquisition of clothing. 

Hypothesis 8 

There is no significant difference between farm and non-farm 


rural consumers in comparative factors in clothing acquisition. 


Definition of Terms 


Fashion. A fashion is a way of behaving that is temporarily adopted 


by a discernible proportion of members of a social group because 


mi . ied . 


sahenthil. 
| acon 


; ceive eam 
avatoien ds rey eanaapil area Ih) abet GT a FINE 
Lataeukaet — plteee ol Waaewemaa: Oem 
‘ anneal in 
naai-non ths ota? tubaged’ tear 1% rapa dog le an 2) Gren” 
ater vo lisddivibe) of evseuenes lor 
2 etaadieay® [huh 


mre?-noo ‘bie mat astnacd ssinwiils thysitineia on eh event 
PeasS of (sirrtaca ni emem@eton ties 
& ateedroah Huw 
misloniyt Sih WERT AEeyied SrneTHTNTL Ins>i timate on ai event 
ere 16 eolaweren #! maayendo lew 
\ aleadeqyt Clan 
gnekende Kae (Ae naNIEd oprah test tingle an eh SehF 
pnltiiats YS eat Pielupo ett nt evampeies tee 
: ee eo 
mvel-nen bee ois? Messed Sererst Tit sets tigate of 2! stett 
nei tie lnpen aniAgaton nt ein set wy isecrros of ergmgiee- Tas 


cs IRL 


os) ai ail TRAP is ous 0 ia 
5 i ua thse eneAheN 7 eI zToRONG elle 


that chosen behavior is perceived to be socially appropriate 
for the time and situation. (Sproles, 1979, p. 5) 

For the purposes of this research, the term fashion is used only in 

reterence sto rclothing and «its«accessonies: 

Chothingetashhon. sAcclothinggtashion 1S a style of dress that 7s 
temporarily adopted by a discernible proportion of members of a 
social group because that chosen style is perceived to be socially 
appropriate for the time and situation. (Sproles, 1979, p. 5) 

Fashion Innovativeness. Fashion innovation is defined ''as a style or 

design perceived as new by an individual'' (Sproles, 1979, p. 10). 

Fashion innovativeness is operationally defined as the ratings obtained 

on the 3 items related to interest in buying and wearing the newest 

styles in General Clothing Interests (Questionnaire - Section |). 

Fashion Interest. The appeal, concern or intrigue with fashion 

represents fashion interest. This is operationally defined as the 

ratings obtained on the 4 items related to clothing and fashion 
interest in General Clothing Interests (Questionnaire - Section |). 

Fashion Opinion Leadership. The influence of an individual on friend's 

clothing choices indicates fashion opinion leadership. This is 

operationally defined as the ratings obtained on the 3 categorized 
fashion opinion leadership items in General Clothing Interests 

(Questionnaire - Section !). 

Individuality. The distinction between clothing behavior of 

individuals often represents individuality. This is operationally 

defined as the ratings obtained on the 3 items related to behavior 
differences in General Clothing Interests (Questionnaire - Section |). 

Conformity in Dress. Operationally defined, conformity in dress is 


the ratings obtained on the 3 items related to conformity or social 
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appropriateness in dress in General Clothing Interests (Section |). 
Economics in Dress. Concerns with the cost of clothing indicate 
economics in dress. This is operationally defined as the ratings 
obtained on the 4 items related to cost of clothing in General Clothing 
Interests (Questionnaire - Section I). 

Acquisition of Clothing. Shopping for clothes, buying from catalogues, 
and sewing represent different means of acquiring clothing. This is 
operationally defined as the ratings obtained on 7 items related to cloth- 
ing acquisition in General Clothing Interests (Questionnaire - Section |). 
Comparative Factors. Style, comfort, quality, and price represent 

factors considered when purchasing clothing. Operationally defined, 
comparative factors are the ratings obtained on 5 items related to 
criteria for selection of clothing in General Clothing Interests 
(Questionnaire - Section |). 

Activities. This variable is operationally defined as the ratings 
indicating the relative involvement in a variety of lifestyle activities, 
represented by 24 items in Your Activities (Questionnaire - Section ie 
Sources of Clothing Information. Mass media, personal sources, retailers, 
and consumer educators provide clothing information to consumers. 
Operationally defined, sources of clothing information refer to the 
ratings obtained on 21 listed sources in Source of Information 
(Questionnaire - Section II1). 

Kinds of Clothing Information. Styling, product features, planning and 
selection, and sewing represent a variety of types of information 
available to consumers. Operationally defined, types of clothing 
information refer to the ratings obtained on 23 statements concerning 


information in Kinds of Clothing Information (Questionnaire - Section IV). 
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Selected Criteria. Styling, product features, marketing, and shopping 
factors all influence decisions when purchasing clothing. Operationally 
defined, selected criteria refers to the indicated ratings on 15 factors 
listed in Purchasing a Clothing Item (Questionnaire - Section V). 
Clothing Experiences. The purchasing and sewing of clothing, problems 
encountered with clothing purchases, and fashion interest are related to 
experiences in acquiring clothing. Operationally defined, clothing 
experiences refer to the responses to 7 multi-response scales in 
Clothing Experiences (Questionnaire - Section VI). 

Farm Consumers. Operationally defined, farm consumers refer to 
respondents who reside on a farm, including full and part-time operations. 
Non-Farm Rural Consumers. Operationally defined, non-farm rural 
consumers refer to respondents who reside in town and on non-farm rural 


locations. 


Limitations of the Survey 


This research was limited in the following manner: 

1. Telephone books provide up-to-date listings but have the 
inherent bias of not including unlisted residents or residents without 
phones. 

2. Street addresses as listed in the directory, were used in 
addressing questionnaires for Innisfail residents, instead of box 
numbers. This resulted in a high rate of undelivered questionnaires. 

3. The sample represented rural consumers only with no represen- 
tation from urban areas. 


4h, The sample size was small and limited analysis. 
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CHAPTERS I 


REVIEW OF LITERATURE 


Studies concerned with consumer behavior in the decision process 
have been extensive. A review of relevant literature with emphasis on 
clothing acquisition was undertaken and is organized into the following 
four sections: Consumer Behavior; Consumer Orientations Toward Fashion, 


Social Acceptance, and Economics; Lifestyle; and Consumer Information. 


Consumer Behavior 


Consumer behavior is primarily based on the behavioral sciences and 
according to Kassarjian and Robertson (1973) ''is the study of human 
behavior in the consumer role'' (p. xii). Engel, Kollat, and Blackwell 
(1978) elaborated and defined consumer behavior as ''the act of individuals 
directly involved in obtaining and using economic goods and services, 
including the decision processes that procede and determine these acts''! 
(p. 3). The postpurchase phenomena as well as the prepurchase activity 
is an important aspect of the process (Markin, 1974). 

Research into the complex field of consumer behavior has steadily 
increased. A number of models have been formulated which provide some 
insight into understanding and predicting behavior, however there is no 
simple or complete theory that is generally accepted. 

The consumer is often studied as a psychological entity, within a 
social and sociocultural environment. Values, attitudes, interests, 
opinions, experiences, and needs influence his behavior and actions as a 


consumer (Kassarjian and Robertson, 1973). 
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Attitudes and Values 


The importance of attitudes in relation to behavior continues to be 
investigated in an attempt to further understand and predict behavior. 
To Rokeach (1963) attitudes is a confusing concept. He defined 
attitudes as a'' ... relatively enduring organization of beliefs around 
an object or situation predisposing one to respond in some preferential 
manner'' (p. 111). 

Markin (1974) suggested that attitudes are an important variable in 
behavior patterns of consumers. Some research supports the theory that 
knowledge of attitudes can be used to predict behavior. 

Contrary to Markin's belief, Fishbein (1972) contended that 
individuals tend to bring their attitudes into line with behavior 
rather than behavior being a function of attitude. Other variables 
are related and should be considered when predicting behavior. Some 
evidence indicated behavior is influenced by normative, motivational, 
situational, and personality variables. Fishbein (1972) concluded that 
an individual's behavior in a given situation is a function of: 

ire his attitude toward performing the behavior in the situation, 

ae his perception of the norms governing that behavior in the 

situation, and 

oh his motivation to comply with those norms. (p. 213) 

Values, like attitudes, are fundamental to the individual's 
cognitive structure and behavior. Researchers Allport, Vernon, and 
Lindzey (1960) conducted extensive work in the area of values, 
based on Spranger's (1928) six types of men, and concluded that six basic 
values (aesthetic, economic, political, religious, social, and 


theoretical) influence human activity. 
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KohImann (1962) suggested ''A system of values is an integrated 
structure of needs, attitudes, and interests within the personality 


which motivates or restricts behavior'' (p. 822). 


General Values and Clothing Values 


Lapitsky (1961) and Creekmore (1963) studied clothing values and 
behavior in relation to the general values identified by Allport, 
Vernon, and Lindzey (1960). Lapitsky developed a clothing value 
measure to investigate underlying motives in clothing choices. Aesthetic, 
economic, political, and social values were considered important as 
major determinants of attitudes and behavior in relation to clothing 
choices and usage. 

Creekmore (1963) contributed substantially to the clothing value 
research by relating specific clothing behavior to value orientations and 
specific needs. The findings partially confirmed the relationship between 


the following general clothing behaviors and specific values: 


Clothing Behavior Value Rated High 
Management of clothing Economic 
Experimenting in clothing Exploratory 
Status symbol Political 
Appearance Aesthetic 
Conformity Social 

Fashion Political 
Modesty Religious 


More recent research has been conducted to further identify clothing 
behavior patterns in relation to basic values. A Clothing Value Scale 
refined by Theberge and Witter (1975) based on an Inferred Values of 


Clothing Inventory by Kernaleguen (1971) associated the following seven 


Ha 


A te + 
Vub FOUR 


orn Gab Ted Qaindol > Baia 
aieiaaenanie pees 

aul ov a hegghevab y4es Qed: tsar). —= 
sai saneaea easton deiwagts AL evigor' ante tabod stort teavnil ot uncom 
snc Ihegxote) BatshTaNGo Pesw Fouls Felsor ting Meat et ton, vsimonsae) 
potaate op nod vatey ml AoMndad bis eb tivated, eid bwiatsh sara 

sgeep bite evoiods 

satey qhblaaio sna-at yVisismesat,> basudisina (200) wowed? “7 
wee andldatewtse sufev of vobvelsd rntilte! +) ¥fauye eniretat ve Asiesesy 
romney Aenoletet af papa nds Mat irey, cmiboit at? .ébben oitivegs 


oO 
= 
; 7 
z 
han . 
4 @ i P 


cetvlav aittonge eno Pisivecsd golivoto Iacemse prtwed To? ada 7 


soph taste Aa relent apttitet 
aimless | antitiets fo ttnepennt 7 &g 
rrisimsnigel natdiafo a! oe teieal saqnd 

beaks ho foto p auger? 

a1 agutrest SUT eA, 

tatoo eS) 

Vent ritar ei tes 


pitigels yFi thebs sett) as Demsubnos need ee iioted oe tons) are 
atest auleY paiddors a semaliey Tessa naliatéy al LL 
to-rovteh envetut ni Pw ‘(PEt p82 Soy wpingaur 
fever gniwolto® oy nutgisoed (1024). nanigel eons .2 YResimeWnl 


basic values to clothing behavior pattern. 
Self-expression: communicating individuality through clothing. 
Aesthetic: seeking beauty in clothing. 
Economics: seeking maximization of resources through CVOCMItT Gs 
Psychological comfort: seeking well being of mind through clothing. 
Social acceptance: seeking membership in specific groups through 
clothing. 


Physical comfort: seeking well being of the body through clothing. 


Social leadership: seeking recognition from others through clothing. 


The influence of values on clothing behavior is not always evident 
as values often conflict and a compromise is necessary. 

Consumer behavior is a complex field of study involving multiple 
levels of analysis. Research continues in an attempt to identify the 


importance of attitudes and values in relation to behavior patterns. 


Consumer Orientations Toward Fashion, Social 


Acceptance, and Economics 


Researchers have found that the attitudes most often associated with 
clothing behavior relate to '(1) a desire to conform, (2) a desire for 
self-expression, (3) a desire for aesthetic satisfaction, (4) prestige 
value, (5) the desire for social participation, (6) physical comfort, and 
(7) economy'! (Horn, 1975, p. 94). The decision process is based on the 
relative importance of each factor. 

For the purpose of this research consumer orientations will focus 


on fashion interest, social acceptance, and economics. 


Fashion Interest 


Many theories have been offered to explain the motivation for 
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covering and adorning the human body. From a review of earlier 
literature, Roach and Eicher (1965) proposed that the function of 
clothing falls into two categories: the expressive function involving 
the emotional and communicative aspects of dress; and the instrumental 
function involving the rational use of dress in goal-directed behavior. 
Both functions may be exhibited simultaneously. 

Protection, modesty, and self-adornment tend to be the functions for 
clothing often cited in literature. Several scholars, including 
Flugel (1930), regarded self-adornment as the primary motive for wearing 
clothing: 

Interest in self-adornment is universal and cultures throughout 
history have exhibited some form of adornment (Roach and Eicher, 1973). 
In contemporary society most forms are temporary and changing. ''Clothes 
are added or removed and makeup or hairstyle is changed creating temporary 
alterations in appearance. Fashion dictates changes in adornment'' (Kefgen 
and Touchie-Specht, 1976, p. 68). 

Sproles (1977) emphasized the role of fashion and stated ''fashion 
is one of the most powerful and persuasive influences on consumers' 
acguisitéion.and .use.of clothing!’ »(p. jl}. Aceordingnto Konig 41973) 
"fashion has today become one of the most important media for the self- 
expression of the great masses'' (p. 225). Fashion affects all people 
to some extent but individuals differ in the amount of time, energy, and 
money they are prepared to devote to fashion (Horn, 1975). 

Researchers suggest that various factors influence interest in 
fashion. In early studies Rosencranz (1949) found that younger women 
indicated greater interest in clothing than older women; those with the 
smallest income indicated the least interest in clothes; while those 


living in an urban area had a significantly higher interest in clothes 
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than those from rural areas. Other factors such as education, member- 
ship in organization, marital status, and number of children correlated 
to a lesser degree with interest in clothing. 

Katz and Lazarsfeld (1955) found a significant relationship between 
a women's age and marital status and degree of interest in fashion. 
Interest in fashion was highest among young single women; it decreased by 
one third among married women under 45; and fell sharply among married 
women over 45, 

In a more recent study by Rich and Jain (1968) fashion interest of 
women belonging to different social classes were compared. Results 
indicated fashion plays an important role in the lives of all women regard- 
less of class, except for the lower-lower class. The authors noted that 
the findings did not entirely agree with earlier research which indicated 
that social class differences influenced interest in fashion. 

Further results from the same study showed that women in different 
stages of the life cycle were not significantly different in fashion 
interest. Rich and Jain (1968) suggested that recent changes in social 
and economic circumstances of consumers, such as an increase in 
discretionary income, leisure time, higher education, and increasing 
social benefits, have reduced the differences between groups of different 
social class and lifecycles. 

Horn (1975) emphasized the influence of education on fashion and the 
acceleration of the fashion changes. Education often provides new 
experiences and tends to increase the desire for a more fashionable 
appearance. 

Education not only helps to increase earning power, but it extends 

consumer wants especially into those areas in which fashion plays a 


part. They become more aware of the choices and the possibilities 
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that are open to them and more confident of their judgments in 
making clothing decisions. (p. 104) 


Sproles (1977) studied the following demographic factors in relation 


interest in fashion: 


Place of Residence. There appeared to be no major difference 

between urban and rural women in orientations toward dress. However, 
it would appear that there is a tendency for urban women to be more 
fashion conscious. 

Age Group. Orientations toward dress differed significantly by age. 
Younger consumers appeared to be more fashion conscious, while older 
consumers appeared to be more economy and socially conscious in dress. 
However, younger consumers were more oriented to seeking ''sale prices.'! 
Education. Higher education consumers were more fashion conscious 
than those with lower education. Those with lower educational levels 
appeared to be more economy conscious. 

Income. Higher income consumers appeared to be much more fashion 
conscious than those of lower income. Low income consumers were more 
likely than high income consumers to perceive sewing as a good way 

to save money. Middle and higher income consumers also appeared to 
be more socially conscious of their dress than lower income consumers. 
Employment. Employed women had a slight tendency to appear more 
fashion and socially conscious in dress than unemployed women. 
Husband's Occupation. Women whose husbands are in higher status 
positions appeared to be more fashion conscious than other women, 

and also to be more concerned with clothing quality than price. 


(Disgey) 


Interest in fashion is influenced by the fashion process and the 


gradual rise, culmination, and decline in popularity of a given style. 
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Consumers' interest can be illustrated graphically on a diffusion curve 
with five adopter categories of fashion innovator, opinion leaders, mass 
market consumers, late fashion followers, and fashion laggards. 

In the Indiana study by Thomas (1975) results indicated the 
respondents as a group were not fashion innovators or fashion opinion 
leaders but showed an interest in fashion. In the comparison of rural 
and urban women no difference was found in fashion interest, however, more 
urban women perceived themselves as opinion leaders. 

Further analysis of the same data by Sproles (1977) revealed 
approximately 5 percent of the women were highly interested in fashions 
and kept up with fashion trends. Another 47 percent indicated an interest 
in fashion trends although they do not attempt to adopt every change. 

Sproles (1977) identified the following specific characteristics of 
the Indiana group high in fashion consciousness: 

These consumers have an extensive range of significant differences 

from other consumers. They are higher in most spectator, 

organization, social and exercise oriented activities. They are 

high seekers of information from nearly all sources, but especially 

the mass media including major fashion magazines. Informational 


contents they find more useful than do other consumers include 


virtually all those dealing with styling and coordination of fashions. 


They are higher in both sewing and purchasing clothing than other 

consumers. Demographically they are younger and higher in education, 

income and social position than others. (p. 8) 

Interest in fashion is a widespread phenomena. Consumers rarely 
become involved in acquiring clothing without some consideration of 
current fashions. The degree of interest varies, however the influence 


of demographic factors in relation to fashion appears to be diminishing. 
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Social Acceptance 


Consumer behavior is affected by a range of social relationships. 
Markin (1974) suggested ''we buy goods not only to satisfy ourselves but 
to satisfy and impress our friends'' (p. 182). 

For some people, clothing satisfies the need for creative self- 

expression. For others, it provides social status and prestige. 

Still others value the social approval and the feeling of belonging 

that can be achieved through dress. (Horn, 1975, p. 415) 

The social tendency to seek both conformity and individuality is 
the basis for fashion behavior. Conformity gives the individual an 
identity and a sense of belonging whereas individuality provides some 
distinction from others. Simmel (1957) emphasized that these two oppos- 
ing social tendencies are often in conflict; both, however, are essential 
to the fashion process. 


Riesmen (1950) recognized that American society fostered individual 


sensitivity and concern for the opinions of others -- ''other directedness''. 


The Stanford Research Institute recently suggested that an expected 
change in the 1980's is toward an increase in the ''inner-directed'"' 
indtvidual. It ts predicted that by 1990 a quarter of the U.S. population 
(compared to 16 percent now) will be strongly individualistic in their 
behavior and buying patterns (Morney, 1981). 

The need for individuality in dress is greater for women than men. 
Horn (1975) indicated more freedom is evident in the normative dress 
patterns established by women. A wide range of choices allows women to 
achieve a balance between conformity and individuality. Variations in 
the fabric, color, and design of garments permits an expression of 
individual taste. The total look, however, conforms to a basic formula 


that determines silhouette, skirt length and fullness, and position of 
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the waistline. Seasonal variations occur but fit into a cyclical trend 
of recurring change with few radical departures. 

During certain stages of life, conformity and social acceptance are 
a more important and necessary part of personal growth. Peer group 
identification is significant during the adolescent years and a type of 
socialization in dress is followed. The need for conformity lessens and 
greater emphasis is usually placed on individuality in dress by adults 
(Kefgen and Touchie-Specht, 1976). 

Research indicated an individual's acceptance by a group is often 
determined by appropriate dress. Kefgen and Touchie-Specht (1976) 
suggested people dressing in a similar manner generally approve of each 
other and are critical of individuals dressing differently. The greater 
the variation in dress, often the harsher the criticism. 

A study of clothing preferences of older people by McFatter (1971) 
revealed that those who were more socially active expressed more confidence 
in their dress and were more concerned about the opinions of others in 
regard to their clothes. The socially active were more likely to observe 
others, use newspaper and TV ads for information, and were more dependant 
upon salespersons for advice on clothing. 

Research by Thomas (1975) indicated a need for both conformity and 
individuality in dress for Indiana women. Over 85 percent of the 
respondents in the study agreed that it’was important to wear clothing 
that was socially appropriate to the occasion, 60 percent expressed a 
need for individuality, while only 30 percent felt they dressed similarily 
to their friends. 

Sproles (1977) emphasized the importance of social influences on 
consumer behavior and developed the following profile for consumers 


scoring high on social consciousness. 
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Socially Conscious Consumers. Activities of this group are not 

significantly different from other consumers. Their preferences 

for informational sources and contents are very similar to those 

of fashion conscious consumers, which should be expected since both 

of these groups are very ''dress conscious'! in general (however, the 

way the two groups interpret and apply the information is probably 

different). They are less likely to sew than other consumers, 

and they are demographically no different than others. (p. 8) 

In summary, social relationships affect consumer behavior in 
clothing acquisition. The opposing need for both conformity and 
individuality in dress is evident and viewed as an essential part of 


the process. 


Economic Aspects of Clothing Acquisition 


A significant part of consumers! behavior is affected by economic 
conditions. Personal income, the price of goods, as well as the cost 
of substitute goods and services influence clothing consumption patterns. 

The estimated annual clothing and shoes expenditures for 1981 in 
the U.S. was $502 per person, a $42 increase over 1980. The increase 
was attributed equally to higher prices and increased buying. Apparel 
prices, however, have risen at a slower rate than prices for other 
products. The Consumer Price Index indicated a 5.7 percent price 
increase in apparel and upkeep in comparison to a 10.6 percent increase 
for the ''all items'' category. This trend is expected to continue in 
1982 -(Courtless 1981). 

Imported textiles and apparel products from low-wage developing 
countries provide some price advantage to consumers. A continuation 


of increasing importation as a source of more economical clothing is 
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being challenged by the industry as high importation of apparel is cited 
as the major cause for economic hardship experience by the U.S. textile 
and apparel industries (Dickerson and Barry, 1980). Future trade 
decisions could be reflected in the purchasing power of the clothing 
dollar. 

Garel (1981) suggested that in a depressed economy consumers 
often postpone purchasing durable goods, which allows more disposable 
income for the purchasing of semidurables such as apparel. Unlike 
previous periods of economic difficulty, consumers have been ''trading 


'' by purchasing better suits and coats. Apparel has been considered 


up 
among the best buys and high quality clothing styled conservatively is 
considered a good investment. The continuation of the trend will depend 
on the performance of and the consumer reaction to the economy according 
forGarele (1981) 

Investment dressing has appeal for todays economy conscious 
consumer who prefers a wardrobe specifically designed with classic lines. 
The trend is towards a type of investment dressing adhered to by men that 
will last for years (Line for Line, 1980). Consumer interest in books 
such as The Women's Dress For Success Book, Your New Image, and Working 
Wardrobe reflect an apparent concern for an economical and conservative 
approach to fashionable dressing. 

In a recent survey of clothing preferences of professional women 
Brandi (1980) found the majority of the women surveyed indicated that 
they wore classic designed garments. They expressed a desire for cloth- 
ing that was reasonably priced; fashionable, but classic enough for 
several seasons; functional and durable; and versatile enough for 
coordination with other garments to extend the wardrobe. 


Kernaleguen (1977) stated ''fashion discard is one of the greatest 
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economic wastes in our society'' (p. 2). New styles appear regularily 

and consumers reject items which are not fashionable. The very nature of 
the fashion process promotes dicards. Consumers, theoretically, have a 
choice and may buy only when a replacement is necessary or they may buy 

to follow fashion trends. The latter behavior is the most frequently 
exhibited and consumers accept the increased cost of being fashionable for 
individual and social reasons (Sproles, 1977). 

In a study by Bachynski and Blackwell (1976) female college students 
were interviewed to identify reasons for discards and/or retaining but not 
wearing their clothing. Responses fell into two categories: 65 percent 
of the students discarded clothing for physical reasons such as fit, size, 
color, comfort, care, and durability; 61 percent identified the socio- 
psychological reasons such as fashion, occasion, and wrong color for 
retaining but not wearing clothing. 

The stigma once attached to secondhand clothing is disappearing 
according to Courtless (1981). Regardless of income level, increased 
numbers of consumers are shopping thrift stores for quality garments at 
bargain prices. A nation wide poll found 29 percent of those surveyed 
stated they shopped at secondhand stores as much as possible and another 
20 percent shopped there occasionally. 

Inflation is often viewed as a major inducement to sew. Thomas (1975) 
found a substantial number (75 percent) of the respondents in the 
Indiana study indicated sewing was a way to save money. Further study 
of the same group by Sproles (1977) revealed 100 percent of the sewers 
indicated sewing saved money. 

Recently Homesewing Trade News reported results from a nation- 
wide survey of homesewers, conducted by ''Making It!i'', and revealed 


consumers rated sewing ''to save money'! as second choice at 7.48 on a 10 
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point system. The survey indicated consumers are motivated to sew for 
personalesatistaction first andtnated’ "for pleasure” at-c.13. Little 
difference was noted in sewing behavior between working and non-working 
women (Consumers Say They Sew For Pleasure, 1981). 

At the USDA Agricultural Outlook Conference, Courtless (1981) 
suggested the knowledgeable consumer in 1982 will have a variety of shop- 
ping opportunities with which to make the most of the shrinking clothing 
dollar. Department store sales, off-priced retailers, secondhand stores, 
and cable television offers of merchandise at substantial savings can 
provide some savings. Catalogue shopping can save on transportation costs, 
time, and personal energy. 

Consumers! Research Magazine (1981) indicated an increased trend 
in catalogue shopping. Some risk, however, is involved because 
consumers are unable to examine the merchandise. Successful buying by 
mail depends on the ability of the consumers to read and evaluate 
advertising. 

The consumers surveyed by Thomas (1975) expressed the highest concern 
for the economic aspects of clothing. Approximately 75 percent reported 
they watched their clothing expenditures and over 60 percent shopped 
sales. Sproles (1977) developed the following profiles on consumers 
scoring high on economic consciousness. 

Economy Conscious (Price) Consumers. The unique activity patterns 

of these consumers indicate they are economy-conscious in general 

(i.e. they sew, bake, and avoid movies and eating out), though they 

participate in many other activities on a regular basis. Their 

unique informational preferences are primarily personal sources 

(friends, family), though TV ads and sewing columns appear to be 


important media sources. Their preferences for information contents 
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emphasize sewing, and they also prefer much information on planning 
and selection. They are high in sewing and low in purchasing of 
clothes. Finally, they appear to be young and to have children at 
home, and they are middle income. 

Economy Conscious (Quality-Functional) Consumers. Activity patterns 
of these consumers are little different from others, as are their 
preferences for informational sources (however, they show signifi- 
cantly lower interest in watching what other women wear as a source 


of information). Their preferences for informational contents 


indicate their strong orientation toward sewing, and other preferences 


clearly indicate their orientation toward seeking quality products. 

They also prefer information on prices and sales. They are higher 

in sewing than other consumers, and have no major demographic 

differences from others. (p. 8) 

More research is needed in clothing economics to determine how 
clothing is acquired under strained economic conditions. According to 
Kernaleguen (1977) investigation is required in the following areas: 
alternate clothing sources, which include used clothing and home sewing; 
cost comparison of clothing as related to wear; portion of income spent 
on clothing; and clothing expenditure patterns of consumers of different 
income levels. 

Consumers are concerned with the increased costs involved in acquir- 
ing clothing. Some alternate choices are available at the present time 
and consumers continue to seek effective means of extending their 


economic resources. 


Lifestyle 


Factors such as income, occupation, demographic location, social 
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participation, and leisure time activies affect lifestyle. These 
same factors also determine consumers! clothing needs and desires, and 
ultimately affect clothing decisions for an individual. 

Consumers are often limited in the choice of goods on the market. 

The shopping location, type of stores, sections within the store(s) as 
well as personal preferences and prejudice limit choice. Earlier research 
by Ryan (1966) indicated these limitations vary with socioeconomic groups, 
age, and various other community factors. 

Troxell and Judelle (1971) suggested consumers have a higher standard 
of living and more discretionary income then their counterpart one or two 
generations ago. Women are likely to be employed outside the home, are 
better educated, have a wide variety of interests, travel, and enjoy more 
social mobility. Consumers! choices reflect these lifestyle changes. 

A gradual elimination of dress differences between adjacent socio- 
economic groups is evident. Research indicated clothing purchases by city 
families in the 1940's were twice as great as those purchased by farm 
families. The characteristic differences between these two groups is 
disappearing with the adoption of similar tastes and habits (Horn, 1975). 

In the study by Thomas (1975) similar clothing attitudes and values 
in rural, urban, and highly urban population groups were found, with 
differences related to social atmosphere and availability of greater 
clothing selection in the urban area. The findings support the conten- 
tion that rural and urban clothing behavior patterns are more similar 
than in the past. 

Lifestyles establish a type of order in consumption patterns. 
Individuals recognize that certain clothes and behavior patterns create 
a certain style while others do not. Clothing choices’ tend fo be 


narrowed and often become automatic depending on lifestyle. 
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A change in lifestyle frequently alters clothing purchases. The 
recent interest in activities such as jogging and racquetball, for 
example, has increased the purchases of specialized clothing. 

Blackwell, as cited by Cocivera (1981), discussed the lifestyle 
trends in Canada, suggested consumers will continue to improve their 
standard of living, even with smaller income increases through improved 
consumer skills. The population will be increasingly educated with 
more diverse interests and the distinctions between urban and rural 
values will be erased through mass media. 

A key factor in consumer marketing in the future, according to the 
futurists, will be lifestyle (Morney, 1981). The inevitable social and 
economic changes experienced by consumers will continue to influence the 


acquisition of goods. 


Consumer Information 


Consumers often seek information concerning the characteristics of 
alternate solutions when considering purchases. The services commonly 
used can be categorized as mass media, personal, and marketer-dominated. 

Whether consumers seek information and the extent of the search 
depends on the expected cost and value of the search. Factors such as 
the amount, appropriateness, and ability to recall stored information 
plus the type and degree of perceived risk involved in the purchase 
affect the search. Other factors include time, money, discomforts 
involved in shopping, and the inconvenience of the delayed purchase 
(Markin, 1974). 

The consumer requires information to become aware of and interested 
in a product as well as to evaluate the product. As consumer goods have 


become more sophisticated and the marketing process more diverse and 
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impersonal many segments of the population have difficulty coping 
effectively with the economic aspects of consumption (Burton and 
Hennon, 1981). 

The ''lack of information and/or the inability to use and evaluate 
information leads to dissatisfaction with goods and services purchased'! 
(Myers, 1977). The consumer needs to be informed about product avail- 
abilwvoy s(eatures, and characteristics, ImsoLder to. Gain sattstaction from 
purchases (Markin, 1974). 

The relative importance of information sources varies. Marketer- 
dominated sources appear to be more important for exposure, whereas 
personal sources appear to be a more effective source during decision- 
making (Engel, Kollat, and Blackwell, 1978). 

Sproles' (1977) research data indicated Indiana women used a wide 
range of informational sources with mass media, personal contacts, and 
the retailing system viewed as the most frequently used. Consumer 
education was perceived as the least used source. 

Further analysis of the study indicated the types of information 
considered most important were related to product features, wardrobe 
planning, and product selection. Information on the appropriateness of 
certain styles was also considered important by a majority of the 
respondents. 

In a recent report on Major Planned Programs, Projects, and 
Activities (1982), some Alberta Agriculture Regional Home Economists 
reported an increase in client interest in clothing construction programs. 
An overall increase in requests for clothing and textile information 
was also noted by Eggertson (1982) in a recent survey conducted through- 


out the province. 


In assessing delivery methods used for the distribution of informa- 
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tion by consumer educators Michigan Extension reported clients preferred 
(in rank order) meetings, television, and newspapers. Day-long events 
and indepth workshops or a series of classes were preferred by younger 
respondents, those with more education, and some past experience with 
Extension. Newsletters received higher preference among respondents with 
some past exposure to Extension (Andrews, 1980). 

Representatives of Canadian consumer and business leaders, educators, 
and government officials recognize that further research is needed to 
determine what information consumers want and need and the most effective 
and economical means of meeting these needs. Many have also indicated 
that providing information is not enough as consumers need to be motivated 


for affective use of the information (Cocivera, 1981). 
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CHAPTER III 


METHODS AND PROCEDURES 


Included in this section are the framework for assessment, 
selection of the sample, description of the instrument, and the methods 


used in the analysis of the data. 


Framework For Assessment 


Sproles' (1977) work provided the framework on which this study was 
based. His assessment of consumers! orientation toward dress was based 
on three fundamental cognitive factors: consumers! orientation toward 
being in fashion; consumers! orientation toward social appropriateness 
or conformity to social norms in dress; consumers! orientations toward 
economy in dress. The eight original orientation measures, aes by 
Thomas (1975), were used for comparative purposes. 

Sproles (1977) suggested interest in fashion and fashion leadership 
is universal and can, under varying circumstance, come from all segments 
of the population. The need for individuality and the need for conformity 
in dress behavior is influenced by social factors, with some individuals 
more concerned with conformity than others. 

Although consumers often strive for ''maximum utility'' when purchasing 
items, fashion tends to intervene in economic decision. Many consumers 
accept the increased cost of being fashionable for personal and social 
reasons. 

The cognitive approach in studying orientations related to dress 
involves analyzing awareness, knowledgeability, self-perceived innova- 
tiveness, interests, attitudes, and values (Sproles, 1979). ''These 


varied cognitions can determine the styles and degree of fashionability 
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a person purposefully seeks in dress!'' (p. 143). 


Selection of the Sample 


the tnnistail districe, located in the southern portion of the 
Red Deer county, was selected for the survey. The choice was influenced 
by several factors. The agricultural district was recently formed 
(December 1980) and the survey provided an opportunity to contact 
potential clients throughout the district, as well as provide a 
descriptive profile ofsconsumens, foredistrict staff. 

Similar to many rural Alberta districts, the sample represented a 
population involved in a variety of farming, service, and industrial 
operations and subjected to a changing environment. McNeil and Funk 
(1981) identified trends toward larger farm units, specialization, off- 
farm employment and income, hobby farming, acreages, and the POR nNeS 
high growth rate of a trading centre. 

Telephone directory listings from adjoining areas served by the 
District Home Economist at Innisfail were used to obtain the sampling 
frame for the study. A random starting point was used and listings were 
treated as a continuous list of households. Business listings were not 
included in the selection. 

Two hundred and ten names were selected at random from the Elnora, 
Innisfail and Spruce View listings representing approximately 16 percent 
of the households. Addresses were used as listed in the directories 
plus the appropriate postal code for each area. 

The questionnaire, cover letter, and postage-paid return envelope 
were mailed ''First Class'! to the female occupant of each residence. 

A follow-up letter was mailed 3 weeks later to the entire sample to thank 


the participants for returning the questionnaire, if such was the case, 
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and to remind the remainder to respond. The original cover letter and 
follow-up were individually addressed and signed by the researcher. Both 
letters included phone numbers of the district home economist and the 
researcher, for contact should assistance be required. 

All questionnaires were returned to the District Home Economist in 
Innisfail to allow for a.further contact with potential clients. Returns 


were forwarded to the researcher for analysis. 


Description of the Instrument 


The instrument used was a replication of an eight page mail 
questionnaire administered state-wide to both urban and rural homemakers 
in Indiana by Thomas (1975) and further analyzed by Sproles (1977). The 
questionnaire was designed to measure specific clothing attitudes, 
interests, and priorities held by consumers in relation to fashion, 
social appropriateness, and economy of dress based on research conducted 
in 1974 by Sproles. 

In developing the original questionnaire, Cooperative Extension 
Agents recruited homemaker groups representing a variety of incomes, 
ages, and family lifestyle. Homemakers involved were not told the 
discussion would centre on clothing and textiles but that it would be 
a discussion on current activities, interests and opinions of consumers. 
Taped informal open discussions were directed at obtaining information 
on homemakers! activities; attitudes toward housing, food, and clothing 
with emphasis on clothing economics and fashion; and the sources 
consumers use to obtain clothing information. Extension agents, 
specializing in clothing and textiles, were also informally surveyed to 
identify their opinions concerning consumers' interests and needs for 


designing consumer-oriented educational programs. 
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The questionnaire based on previous work, interviews, and research 
was developed, pretested and revised. The resulting questionnaire 
included the following categories and items: 

Le General Clothing Interest: 31 Likert-scaled items on the respondent's 
clothing attitudes, interests, and priorities (cognitive orientations 
toward dress), ranging from ''strongly disagree!’ to ''strongly agree". 

2% Activities: 24 lifestyle activities on a 5 point anchored scale 
ranging from ''at least once a week'' to ''rarely or never''. 

a3 Sources of Clothing Information: 21 sources of clothing information 
ona 5 point “never used!’ to "always used!’ scale. 

4, Kinds of Clothing Information: 23 types of clothing information 
measured on a 5 point ''never important'' to ''always important'! scale. 

5 Purchasing a Clothing ltem: 15 criteria for purchasing clothing 
measured on a 5 point ''never important'' to ''always important'' scale. 

6s Clothing Experiences: 6 multiple-response scales on the 
respondent's recent clothing experiences in purchasing and sewing 

Ghothes. 
ie Family Situation: 9 sociodemographic measures. 

Permission was obtained from Sproles to utilize the questionnaire, 
with modification for this research project. Home Economics Specialists 
from several disciplines, and the District Home Economist involved in 
the survey area assessed the appropriateness of the questionnaire. 
Subsequent changes were made. 

A pretest of the altered questionnaire was conducted in the Camrose 
district, with representatives from both the urban and rural areas. 
Twelve questionnaires were mailed, with a 100 percent return rate after 


one follow-up phone call. Further changes were not recommended. 
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The revised questionnaire included: 

it General Clothing Interest: 31 Likert-scaled items on the respondent's 
clothing attitudes, interests, and priorities (cognitive orientations 
toward dress), on a 5 point scale ranging from ''strongly disagree" 
(1) to "strongly agree” (5). 

2 Activities: 24 lifestyle activities on a 5 point anchored scale 
ranging from ''at least once a week'' to "rarely or never''. 

ote Sources of Clothing Information: 21 sources of clothing information 
ona 5 point ''never used'' to ''always used!'' scale. 

h, Kinds of Clothing Information: 23 types of clothing information 
measured on a 5 point ''never important'' to ''always important'' scale. 

BY Purchasing a Clothing Item: 15 criteria for purchasing clothing 
measured on a 5 point ''never important'' to ''always important'' scale. 

6. Clothing Experience: 7 multiple-response scales on the respondent's 
recent clothing experiences in purchasing and sewing clothes. 

ie Family Situation: 6 sociodemographic measures. 
The modified questionnaire was field administered in the Innisfail 


district with one follow-up letter in August-September, 1981. 


Analysis of Data 


The data were tabulated for frequency distribution analysis. 
Analysis of variance was used to test the null hypotheses and relation- 


ships among the variables at the .05 and .01 level of significance. 
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CHAPTER IV 


FINDINGS 


Analysis of the survey response, demographic information, consumers' 
clothing orientations, lifestyle activities, sources and kinds of 
clothing information used, and purchasing criteria and experiences are 
included in this chapter. A comparison of clothing orientations of farm 
and non-farm rural consumers, factor analysis of clothing orientations, 
other significant relationships between variables within the sample, and 
acceptance-rejection of the null hypotheses are also presented. 

A comparison of findings with Thomas! (1975) and Sproles! (1977) 


research data is included where applicable. 


Analysis of the Survey Response 


The survey questionnaire was mailed to a random sample of 210 
households in the Innisfail district. A total of 80 usable questionnaires 
were received, with an additional 27 returned incomplete. Of the latter 
group, 2 were rejected because of insufficient responses; 8 were returned 
from individuals who indicated a lack of interest, were too old or blind; 
15 were not deliverable and were returned by the postal service because 
of insufficient addresses or because the resident had moved. One hundred 
and three questionnaires were not returned (no response). 

The adjusted return rate was determined by subtracting the number 
returned that were not complete from the total number of questionnaires 


mailed and dividing the remainder into the number of completed returns. 


A return rate of 43.7 percent was obtained. 
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Demographic Analysis 


Demographic analysis of the 80 respondents is presented in Table 1. 
Included are the frequency and percentage distribution for place of 
residence, marital status, number of children at home, others in the home, 
age, education, and employment. 

Approximately 36 percent of the sample resided on farms and 64 
percent were non-farm rural residence. Of the total group, 89 percent 
were married. 

Over half of the sample had children at home under 18 years of age, 
ranging from 1 to 4 in number. Only 12 percent had children over 18 years 
of age at home. Less than 10 percent of the respondents indicated others 
lived in the home, besides the immediate family. 

The sample ranged in age from 18 to over 65 years. The largest group 
was in the 25-34 age category. Of the total group 44 percent had 
completed high school and over 30 percent had completed or had some 
college education. 

Thirty six percent of the respondents worked outside the home. 
According to Statistics Canada (1982) the number employed is low in 
comparison to a 57 percent employment rate for women in Alberta and a 


51 percent employment rate across Canada. 


Analysis of Consumers' Clothing Orientations 


Tables 2 through 9 present the frequency distribution analysis of 
the total sample on each of the 31] Likert-scaled clothing interest items 
(Section |). Statements are grouped into the original eight related 


sets used by Thomas and the presentation of data is discussed according 


to these sets. 
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Table 1 - Demographic Analysis 


nn 


Characteristics Frequency Percentage 


Place of Residence 


Farm - full-time farmer Dus 280) 

part-time farmer 6 fo 
Non-farm rural 10 | aR 
Town 4] 51 2 


Marital Status 


Married 71 88. 
Single 9 lg 2 


Number of Children at Home 


Under 18 years 


0 38 47.5 
! 15 18.8 
2 17 Zine 
5 5 6.8 
h 5 6.13 


Number of Children at Home 


Over 18 years 


0 70 Sas 
! fs) eee 
D | ie 


Others in Home 
(Not immediate family) 


Yes 6 7.5 
No 74 325 


Table Evcon't. 


Characteristics . Frequency Percentage 
Age 
18 - 24 5 Gas 
25 - 34 Z2 2755 
35° Yh iM 18.8 
4 5p 54 18 2255 
55 - 64 10 12.5 
65 = up 10 1205 
Education 
Grammar School 7 8.9 
1, = 3ryears; High School le Ree 
Completed High School 35 Lh 3 
1 - 3 years College 18 22.6 
4 or more years College i aS) 
Employment 
Employed 29 BOe2 


Not employed 5) C30y), 
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The consumers in this study tended to score in the middle of the 
response range to many statements. Higher scores for economic state- 
ments and lower scores for fashion innovativeness and opinion leader- 
ship items, however, were indicated. 

Included in the tables is the corresponding mean for each state- 
ment from the Thomas (1975) study, for comparison. Many similarities 


exist between the two studies. 


Fashion Innovativeness 


Table 2 shows the data for the three fashion innovativeness state- 
ments. The findings indicated there was a low degree of fashion 
innovativeness in the total sample. The means for the statements ranged 
frome2.063.to 2.025. 

The respondents registered a moderate interest in the statements 
''l) usually have one or more outfits of the very latest style'' and ''l keep 
my wardrobe up-to-date with the current fashion.'' The lowest mean 
was for the statement ''l usually wear the new clothing fashion before 
my friends and neighbors do'', indicating a tendency to adopt a fashion 
after it was established. 

Thomas (1975) found a slightly higher degree of fashion innovative- 
ness amongst Indiana women, than that found in the present study. The 


means ranged from 2.368 to 3.238. 


Fashion Interest 


Table 3 presents fashion interest statements with means ranging 


from ce OO to 4.0/5. 
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Table 2 


Frequency Count Analysis 
Fashion Innovativeness 


I usually have one or more 
QUE IES Oe elas Wel ye Cest 
style. 


Number 
Relative Frequency 


I keep my wardrobe up-to- 


date with the current 
fa Silom. 


Number 
Relative Frequency 


I usually wear the new 


clothing fashions before 


my friends and neighbors 


do. 


Number 
Relative Frequency 


* Thomas (1975) 


Strongly Disagree 


13 
LGe2 


10 
1225 


Owe 


Disagree 


24 
2662 


25 
B133 


45.0 


In-Between 
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Frequency Count Analysis 


It is important to be 


well-dressed. 


Number 
Relative Frequency 


I am very well informed 
about current clothing 


and fashion) trends. 


Number 
Relative Frequency 


I usually notice what 
other people wear. 


Number 
Relative Frequency 


ispend a lot of time 
shopping for clothing. 


Number 
Relative Frequency 


* Thomas (1975) 


Table 3 


Fashion Interest 
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The respondents indicated an interest in fashion and consider 
appropriate dress important. The mean of the two statements "It is 
important to be well-dressed" and ''l usually notice what other people 
wear'' was 4.075 and 3.925 respectively. 

The majority of the sample was ''In-Between'' on being informed 
about current clothing and fashion trends. In general, women disagree 
that they spent a lot of time shopping for clothing. 

Responses to the fashion interest statements were similar in Thomas' 


(1975) study. The means ranged from 2.512 to 4.030. 


Fashion Opinion Leadership 


Table 4 shows the means for fashion opinion leadership statements 
ranged from 2.050 to 2.675. These results correspond to the 2.063 to 
2.625 range of means for fashion innovativeness. 

Over 70 percent indicated they did not influence the clothing choices 
of their friends. Forty-four percent, however, felt friends occassionally 
asked for advice concerning what to wear. Discussion on current fashions 
with friend was of moderate importance. 

Thomas (1975) indicated corresponding results in fashion 
innovativeness and opinion leadership. The means for both sets of 


statements were slightly higher in the study conducted by Thomas. 


Individuality in Dress 


Table 5, with means ranging from 2.912 to 3.367, represents 
interest in individuality. 

Over 50 percent of the women felt it was important to express 
their individuality in clothing. Many agreed, however, that people 


were too concerned about dress. 
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Frequency Count Analysis 


Table 4 


Opinion Leadership 


Hipalkendssolstenmarst my advice 


on what to wear. 


Number 
Relative Frequency 


I often influence my 
friends' clothing choices. 


Num ber 
Relative Frequency 


Ditrequently talk with 
my friends about current 


fasion. 


Number 
Relative Frequency 


Strongly Disagree 
Disagree 
In-Between 


8 24 33 
OS0 3050 43.46 


24 33 18 
3000, Gli 2 22.5 


LS 25 26 
T6e2 328s3) S255 


Agree 


LZ 
#0 


13 
Tos2 


Strongly Agree 


30% 


Mean 


2675 


- 966% 


- 050 


-43 6% 


. 600 


- 020% 


* Thomas (1975) 
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Table 5 


Frequency Count Analysis 


Individuality 
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Thomas' (1975) data suggested the same type of responses. The 


slightly higher means, ranged from 3.052 to 3.653. 


Conformity in Dress 


Table 6 includes statements related to conformity in dress, with 
means ranging from 2.500 to 4.125. 

There was agreement that conformity or social appropriateness in 
dress was important. Over 85 percent of the sample agreed that "It is 
important to wear clothing that is socially appropriate to the occasion'! 
and almost 60 percent agreed ''Dressing well is important to social 
acceptance''. 

In contrast 55 percent disagreed with the statement ''My friends 
and | often dress in similar styles''. The results tend to suggest that 
individuality can be expressed through clothing even when eee to 
appropriate dress for social acceptance. Indiana women responded 
similarily in Thomas! (1975) study. The means ranged from 3.052 to 


30535 


Clothing Economics 


Table 7 data shows a range of means from 3.737 to 4.150, represent- 
ing a higher score for economics statements in comparison to other 
groups of statements. The results indicate the importance of the 
economic aspects in clothing acquisition. 

Over 75 percent of the respondents agreed with the statements 
"Sewing at home is a good way to save money'', ''Keeping up with changing 
fashions is too expensive'', and ''l carefully watch how much | spend on 


clothes''. Sixty two percent bought most of their clothes at sale prices. 
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Table 6 


Frequency Count Analysis 


Clothing Conformity 


Dressing well is important 
EO social acceptance. 


Number 
Relative Frequency 


It is important to wear 
elothing Ehat is ssocially 
appropriate to the 


occasion. 


Number 
Relative Frequency 


My friends and I often 
dress in similar styles. 
Number 


Relative Frequency 
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Frequency Count Analysis 
Clothing Economics 
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Thomas (1975) also found the means for the economic statements 
higher than for any other group of statements. The means ranged 
from 3.265 to 4.229. A smaller number (43 percent) of the Indiana 


women indicated purchasing most of their clothes on sale. 


Acquisition of Clothing 


Table 8 presents the response rate to statements related to cloth- 
ing acquisition. The means range from 2.900 to 3.387. 

Approximately one third of the sample indicated that shopping for 
clothes was a pleasure. A similar proportion tended to disagree. Over 
50 percent purchased most. of their clothes locally, rather than out-of- 
town. 

Almost half of the respondents disagreed with the statement ''l often 
buy new clothes at the 'spur of the moment'''. Thirty six percent indicated 
they shopped for clothes only when they intended to buy. Responses to 
both statements suggest clothing purchases are often planned. 

Over 40 percent of the women agreed that purchasing from a catalogue 
was risky. Approximately half of the respondents indicated they did not 
have time to sew even though many (75 percent) suggested sewing was a 
good way to save money. 

Comparing the data from the two studies, more women in Indiana 
indicated they enjoyed shopping, bought clothing locally, and felt it 
was risky to purchase from the catalogue. Approximately the same number 


of women in each study suggested they did not have time to sew. 
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Frequency Count Analysis 
ACQUsie10n on Clothing 


Strongly Disagree 
Disagree 
In-Between 

Agree 

Strongly Agree 
Mean 


To me, shopping for clothes 


is a pleasure. 
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I buy most of my clothing 


in Local stores, rather 
than out-of-town stores. 
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I often buy new clothing 
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2.648% 
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when I intend to buy. 
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Buying clothes out Ol 
catalogues without actually 
seeing them is too risky. 
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Comparison Factors in Clothing Decisions 


Table 9 shows the importance of comparison factors in clothing 
decisions. The means range from 2.600 to 3.950. 

A significant proportion of the sample was in agreement that 
quality and comfort were more important than price and style when 
purchasing clothing. Over 70 percent indicated ''Clothing comfort is 
more important than style''. 

Almost 50 percent of the respondents agreed that generally quality 
of clothing in the stores was higher in the past. 

Thomas (1975) indicated similar means in the statements related 
to the comparative factors in clothing decisions. Means ranged from 


2.0757 CO wou. 


Lifestyle Activities 


Table 10 summarizes participation in lifestyle activities into 
five categories; spectator-oriented, organization-oriented, social group- 
family oriented, exercise-oriented, and personal interests-oriented. The 
frequency of participation responses are ''More Than Once a Month'"', 

"About Once a Month'', and ''Less Than Once a Month or Rarely''. 

Respondents reported the highest participation in personal 
interests-oriented activities. Approximately 80 percent read for pleasure 
as well as gardened, 65 percent baked for family and friends, and 56 
percent were involved with handicrafts or hobbies. 

The results indicated an interest in social group-family oriented 
activities. A substantial 60 percent reported interest in informal 
gatherings with friends and over 40 percent entertained at home more 
than once a month. Approximately 35 percent reported having lunches 


and dinners at restaurants. Only 13 percent shopped with friends. 
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Table 9 


Frequency Count Analysis 
Comparison Factors in Clothing Decisions 


Strongly Disagree 
Mean 


Disagree 
In-Between 
Strongly Agree 
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Clothing style is more 
important than price. 
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Inggeneral, the quality of 
clothing in the stores is 
lower than in the past. 
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Table 10 


Lifestyle Activities 
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Percent of Consumers Engaging in Activity 


Activity Less than 
More than About once once a month 


once a month a month rarely or never 


Spectator-Oriented 


Attend spectator sports 13.87 ne ae 15002 
Attend movies Ws Sra, 8327 
Go to concerts and plays 0.0 2 O75 
Organization-Oriented 
Do volunteer community work 18.6 La: Vee) 
Attend business organization 
meetings 1o.7 Dao 63.7 
Attend church organization 
meetings LoD £520 ee) 
Supervise youth groups 10.0 bre 2 Soe 
Attend women's club meeting Gaz 29.01 65.0 
Attend political organization 
meetings Bes Sioy/ ss) 519.8) 
Social Group-Family Oriented 
Join in informal gatherings 
with friends 60.0 2307 Lene 
Entertain in my home eS 30 a7 2319 
Have lunch at a restaurant Sie 2307 Syer/ 
Have dinner at a restaurant 30.0 S020 35.0 
Play cards with other people 203.0 1S Vliet 
Attend parties LOZ LOA, 8 13.8 
Go shopping with friends DZD Ta fee 60.0 
Exerc ise-Oriented 
Particpate in outdoor 
activities ise i hy des Shee 
Do exercises at home 46.3 10.0 43.8 
Go bowling or curling 238 ay ee) 
Personal Interest-Oriented 
Garden (in season) Sie Seal) Loe? 
Read for pleasure 80.0 dA pie D2.) 
Bake for family and friends 65.0 Too! Zz Anepe 
Do handicrafts and hobbies Sloe 7 NG Zia 
Sew for myself or my friends Ie) L225 6250) 
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Interest in exercise-oriented activities was relatively high. Over 
half the respondents participated in outdoor activities, 46 percent 
exercised at home, and approximately one quarter bowled or curled. 

Respondents were least interested in spectator-oriented and organi- 
Zation-oriented activities. Nineteen percent (the highest percentage) 
attended business organization meetings and did volunteer community work. 

A direct comparison of the results of this study to Sproles! (1977) 
findings was not possible as Sproles! statistics include lifestyle 
activities for each consumer group instead of the total group. 

Generally the consumer groups did indicated some similarity in interests 
in each of the activity oriented categories to this study. All consumer 
groups, for example, reported the highest participation in personal 


interests-oriented activities. 


Consumer Information 


The sources and types of information perceived by consumers as 


important in clothing choices varied. Generally the respondents used a 


variety of different types of communication and tended to seek information 


related to the economic factors of clothing acquisition. 


A comparison to Sproles! (1977) research findings is included. 


Sources of Information Used by Consumers 


Sources of information used by consumers are summarized in Table ll. 
Four categories of communication are listed; mass media, personal 
services, retailing sources, and consumer education. 

The sources reported used most often were the mail order catalogues, 
shopping at local stores, observing displays, and observing what others 


wear. The use of mass media was low with magazine articles and ads, 
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Table 11-- Consumers' Use of Fashion Communications 


Perceived Use of Communication 
Categories of Communication : 
Seldom or Sometimes Often or 


Never Used Used Always Used 
Gee eee eS ee ee eee Oh ee een 


Mass Media 
Looking through women's 
magazines like Chatelaine 


Oteram. [yoCinc lew.) setts Xen Ts 33.07% ZOv od 
Reading newspaper ads on 
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Looking through fashion 
magazines like Glamour or 
Mademoiselle ties 0 -ues Baek 6) he S2a) 10.0 ee 


Personal Sources 
Watching what other women are 
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Retailing 
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Observing clothing store displays 8.8 SYou Tf 5205 
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Talking with store salespersons 42.5 EN GS) 20.0 
Going to fashion shows... . 80.0 de) i jess 
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Chatelaine and Family Circle Magazines, and newspaper sewing columns 
used most often by approximately a quarter of the consumers. Consumer 
education received limited response as frequently used sources of 
information. 

Sproles' (1977) findings indicate a similar response for personal 
and retailing sources with the exception of looking through catalogues. 
A 17.3 percent difference between the two surveys indicated a greater 
dependence on the use of catalgues for information by consumers in the 
Alberta study. A higher percentage of Indiana women tended to use mass 
media as a source of information. The response rate for consumer 


education was similar in both studies. 


Types of Consumer Information 


Table 12 divides the types of consumer information perceived as 
important into four categories; styling, product features, planning and 
selection, and sewing at home. Generally, the respondents perceive topics 
related to economic factors as important. 

The majority of the respondents were interested in information on 
product features such as care and the price of clothing. Planning and 
selection information related to well-made ''quality'' fabric, planning and 
coordinating a wardrobe, clothing budgets, and current sales were 
important to over 55 percent. 

Almost half of the women indicated an interest in information on 
sewing, remodeling or repairing clothing items, and pattern preparation. 
Interest in information related to appropriateness of dress was important 
to 46 percent of the respondents. 

Many similarities were noted when comparing the importance of 


different types of consumer information to Sproles! (1977) results. 
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Table 12 
Importance of Types of Consumer Information 


a | er ee ee ee ee ee 


Type of Information Perceived Importance of 
Different Types of Information 
Seldom or Often or 
Never Sometimes Always 
Important Important Important 


Styling 

Where to wear certain styles ... 1G.G7 Ba F07 46.3% 
Current fashion trends in my 

home town 7 2. pease ts bie iI 40.0 DM syeghe 
Fashion trends in ie cities like 

OLORCOc® same eh sees Ar A 827.5 Neue, 4.9 
The very newest styles of Selle 

known fashion designers .... 7320 PORES) OHSS 


Product Features 
How to care for my clothes 
(washing, dry cleaning, spot 
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Pabrercontentyofa ther fabrac Bou. en 15-10) Piao S720 
Comparing quality of different 

Dirand Namesie®. tetaermsak wa cuot > 23tH 2652 50.0 

Planning and Selection 
Selecting a well-made eget 

Pabracriak  % Uy hee PO ia 653 16.2 PSS) 
How to plan ands coordinate my 

wardrobe? 4s Gare ‘rr: taped. Sa. 10.0 235) 61.3 
How to budget my elornine 

DUrCHASeSs neceycben?® a Sie oe eles, at, so49 
Current sales in the stores ... L030 3:05,0 60.0 
Selecting accessories (belts, 

scarves, ete.) . <a cabiae. 30.0 Boz 43.8 
Selecting ehildren’ Ss esarhine be 32h 1Sac 48.7 
Sebeetinge nen s clothing i. 5 0.) su a2 26.2 41.3 
Where to buy specific fashion 

brand names .. : she oad. Zoe 22 
Selecting clothing for Ene etderly 65.0 i aes 229 

Sewing at Home 
How to sew... : a cee 28.8 Vases 48.7 
Pattern preparation pon Rue 

sewing . . : A RR eee 1020 One 47.5 
Remodelling or | Spee sieetings 

cia aii hohe eee eRe pean ae taery hei ue aoe ee Ae PE Bes) 48.7 
Quick sewing techniques .....- 2675 36.02 B70 
How to use advanced sewing 

Pei ques 4... asl co veces even fei) oats 48.8 13.0 eae 


How to make patterns . . . .. « s 68.7 Vie 20.0 
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Indiana women, however, expressed more interest in information related 
to appropriateness of dress, budgeting, specific fashion brand names, 


accessories, and quick sewing techniques. 


selected Criteria in Clothing Purchasing Decisions 


The importance of selected criteria in clothing purchasing decisions 
for women's outerwear is summarized in Table 13. Three criteria cate- 
gories are presented; styling, product features, and marketing/shopping 
factors. 

The majority of the respondents indicated style suited to the figure, 
color of the garment, and design of fabric as important styling criteria 
when selecting clothing. Important product features were comfort, ease 
of care, quality of construction, and cost. Over 90 percent indicated 
these criteria were ''Often or Always Important.'' The reputation of the 
store was the most important marketing criteria for over 50 percent of 
the respondents. 

Comparing the selected criteria data to Sproles' (1977) results 
the major differences were noted in the importance of marketing/shopping 
factors. More respondents in the present study indicated the importance 
of the opinion of a shopping companion and less importance was placed on 


the reputation of the store. 


Clothing Experiences 


Problems with clothing purchases, interest in fashion, clothing 
acquisition, and sewing at home are included. Generally the respondents 
were interested in fashion trends, purchased the largest portion of their 


wardrobe, and encountered similar problems with purchases. 
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Table 13 


Importance of Selected Criteria in 
Clothing Purchasing Decisions: 
Women's Outerwear 


Criteria for Clothing Perceived Importance 
Purchasing Decisions of Selected Criteria 


Seldom or Sometimes Often or 


Never Important Always 
Important Important 
Styling 
Style looks good on my figure... 0.0 Oa) 975) 
ColorsOr.the garment . mst. 0.0 Dia) oi.5 
Pattern or design of the fabric. . Ine) 653 Oh se2 
Conservative styling .9. 5. « erie) 2520 TOO 
ihe meostrcumrentifashiom wera. 7. 46.2 SRS 5) 2205 
Product Feature 
Comiort of the carment “4.1. LZ pete G6s2 
Quality of construction . » 2.5 225 95.0 
Ease of care (washing, cleaning). . PAS) B47 93.8 
Coseacii tthe tcarmentitcwaly o6he.Gae: 0.0 Biv obs 
Garment will wear for a long time . Ig) 20.0 1S) 
Hibre-contents ofmthesiabr ice iui. 10.0 2a) 65.0 
Marketing/Shopping Factors 
Repieation of the stores... .)). 1... 16.2 3153 Dao 
Opinion of my shopping companion. . B50 40.0 45.0 
Brand name of the garment ..... SESS 3357 2524 


Advice from the store's 
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Problems with Clothing Purchased 


Table 14 summarizes problems encountered with purchased clothing 
in the past years. Over half of the respondents indicated problems 
with seams tearing apart, mistakes in construction, and poor fit. 
Similarities in the percentage of consumers reporting problems were 
found in Sproles' (1977) study. The greatest difference (10 percent) 


was noted in problems encountered with cleaning instructions. 


Fashion Interest of Innisfail Women 


Table 15 presents the fashion interest of Innisfail district women. 
Forty seven percent of the women indicated an interest in fashion trends 
although they do not always adopt to the changes. Only 1 percent 
indicated an interest in keeping up with fashion. 

Results are relatively consistent with findings in Sproles' (1977) 
study. Sproles' data also indicated 47 percent of the sample were 
interested in fashion trends although they did not always adopt to 
changes. A higher percentage of Indiana respondents, however, indicated 


an interest in keeping their wardrobe fashionable. 


Clothing Acquisition 


The acquisition of clothing items in the six months preceding the 
survey are listed in Table 16. The acquiring of garments by purchasing 
outnumbered those acquired by sewing by approximately 3 to 1. Blouses 
and dresses were the items most often purchased and sewn. 

The items of clothing listed in the acquisition table differed from 
those used by Sproles (1977) to suit current fashion trends. Sproles 


indicated acquisition made by purchasing compared to sewing was in the 
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Table 14 


Problems with Clothing Purchased 


in the Past Year 


OO 


Percent of Consumers 


Problems 
Reporting Problem 

Poor fit 31% 
Fabric wearing out too quickly 41 
Colors fade in washing a) 
Cleaning instructions not easy to understand 21 
Seams tear apart 74 
Mistakes in construction 65 
Shrinkage when washed 36 
Zippers not working 42 
Lower overall quality 44 


Note: 
experienced. 
= W oy! sy) 
Fashion Interest of 
Innisfail Women 
Responses 


i 


read the fashion news regularly and try to 
keep my wardrobe up to date with the 

Hac tOun LL CNS we se1 ect ee ecu s re ats 26 
keep up to date on all the fashion changes 
although I don't always attempt to dress 
according, to these changes a. (seuss > & 
check to see what is currently fashionable 
only when I need to buy some new clothes . 
don't pay much attention to fashion trends 
unless a major change takes place ... 
am not at all interested in fashion trends 


NGLTESPONSE § 5 75-6 le 0) wy te) 9: # Sloe es 


Respondents were allowed to check as many problems as they had 


Percent of Consumers 
Respond ing 


47 


14 
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Table 16 


Acquisition of Clothing in the Past Six Months 


Garment % Purchasing % Sewing 

0 1 2 3+ 0 i wz 34+% 
Dress 32 40 14 14 ip) 8 9 S) 
Blouse ai 18 19 oi 75 aia 5 ) 
Skirt 69 24 4 4 80 18 a! il 
Moet. oult or Blazer 63 24 10 4 93 4 3 uf 
Dress Pant Suit 78 21 1 0 98 1 1 0 


Caswell wewije Qusiic Cre 
Jean 34 Bal: 19 16 90 8 3 0 


Skiwear 89 10 uy 0 98 3) 0 0 


* NOTE: The number of clothing items purchased or sewn in the past 
6 months range from O to 3 or more. 
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Further results in the present study indicated that 45 percent 
of the respondents had sewn clothing in the last six months. Of the 
sewers, 78 percent had sewn for themselves, 22 percent had sewn for 
their husbands, 68 percent had sewn for their children, and 27 percent 
reported sewing for others. Approximately half of the sewers indicated 
they sew up to 25 percent of their wardrobe and another third sew from 
ZoetO 50 percent of their clothings 

Table 17 summarizes the two best reasons for sewing clothes. 
Seventy five percent of the sewers reported sewing was a way to save 
money, 44 percent sewed to get a better fit, and approximately a quarter 
of the women indicated sewing provided better quality clothes and was 
a leisure time activity. 

Sproles (1977) found a slightly higher percentage of the respondents 
sewed. Approximately 90 percent sewed for themselves and 100 percent 


felt sewing was a way to save money. 


Comparison of Clothing Orientations for 


Farm and Non-Farm Consumers 


Tables 18 through 25 present the comparison tables of the farm and 
non-farm consumer groups in relation to clothing orientations' statements 
(Questionnaire - Section 1). The eight categories of grouped statements 
are discussed separately. 

No significant difference was found between the two groups with the 
exception of one statement concerned with the acquisition of clothing. 
The farm group of consumers indicated a higher degree of agreement with 
the statement ''In general the quality of clothing available in the stores 


is lower than in the past'’. 
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Table 17 


Reasons for Sewing Clothes 


Reasons Percent of Sewers 
Reporting Reason 


As a way to save money ES 
To get a better fit 44 


To make better quality clothes than are in the 


stores 25 
As a leisure time activity pees 
To have more clothes for myself a7 
To create my own unique fashions 14 


Note: Subjects were allowed to check only the two best reasons from 
bheslast. OL six, 
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Fashion Innovativeness 


Table 18 contains the comparative analysis concerning fashion 
innovativeness. 

The data for fashion innovativeness statements showed no signifi- 
cant difference between the farm and non-farm rural groups. Neither 


groups indicated a high tendency toward fashion innovativeness. 


Fashion Interest 


Table 19 presents the comparison data related to fashion interest. 

None of the four statements for fashion interest showed a signifi- 
cant difference between the two groups. A larger percentage of the 
non-farm women indicated, however, that they were informed about current 
trends in clothing and fashion. 

A high percentage of both groups considered it was important to be 
well dressed and they noticed what others wore. Neither group spent 


much time shopping for clothing. 


Fashion Opinion Leadership 


Table 20 includes the comparison data for grouped statements 
representing fashion opinion leadership. 

No significant difference was noted between the farm and non-farm 
rural consumers for fashion opinion leadership. Although a higher 
percentage of the non-farm rural women suggested friends often request 
advice on what to wear. 

In general, responses indicated that neither group perceived them- 


selves as fashion opinion leaders. 
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Table 18 


Comparison Between Farm and Non-Farm 
Fashion Innovativeness 


% Response Analysis 

c 

o 
o) oO 
ov 3s 
u b 
60 v co) 
o pO co) = 
ss) 1 4 q 
dd = _ co) 
a A s 


I usually have one or 


more outfits of the 


Very acest style. 


Farm Dew 7 BL102 eee 2.oL7 F=0.014 
Non-Farm Rural Die 41.2 ZO -636) p=02476 


No 


I_ keep my wardrobe p= 


to-date with the current 
fashion. 


Farm Bao 48.37% Eee 7. 2.793 F=1. 960 
Non-Farm Rural 49.0 3952 ila! .490 p=0.166 


ho 


I usually wear the new 
clothing fashions before 
my friends and neighbors 


do. 


Farm 65.5% Br OZ Bay 2.138 F=0.385 
Non-Farm Rural Taso 213.6 3.9 2.020 p=0.537 
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Table 19 


Comparison Between Farm and Non-Farm 
Fashion Interest 


9g, . 
% Responses Analysis 
ci 
o 
o) vo 
U 3s 
ui b 
60 Y w 
o FQ a) cq 
a u g 
orl = op 
a a < = 


It is important to be 
well-dressed. 


Farm (OB OWA DO: TH TEES yA 4.000 F=0.565 
Non-Farm Rural eH 0) iia 86.3 4.118 p=0.454 
I_am_ very well informed 
about current clothing 
and fashion trends. 
Farm Males Sula A 6597, Dal WS5 So 
Non-Farm Rural 29.4 Ck yee 29.4 3.0205 p20. 002 
iL usually notice what 
other people wear. 
Farm oA 206K Woy 4.069 F=1.299 
Non-Farm Rural Veo Peis) 705.6 3.843 p=0.258 
I_ spend a lot of time 
shopping for clothing. 
Farm 13.9% ub Ay 4 6.8% 2.000 F=0.548 
Non-Farm Rural 76.4 La, 7.9 2.157 p=0.461 
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Table 20 


Comparison Between Farm and Non-Farm 
Opinion Leadership 


Disagree 


% Response 


In-Between 


Agree 


Analysis 


Mean 


Friends often ask my 


advice on what to wear. 


Farm 
Non-Farm Rural 


Dettenvini luence my. 


friends' clothing choices. 


Farm 
Non-Farm Rural 


I frequently talk with 


my friends about current 
fashion. 


Farm 
Non-Farm Rural 


41.47% 
Ses) 


69207 
[zee 


DL a 6.8% 
3962 21.6 
31.02 0.0% 
17.6 9.6 
21.0% 20.77 
Soe) Tac 


2,621 F=0:165 
2.706 p=0. 686 
9-034) F=0, 014 
2.059 p=0. 907 
D483 r= O020DL 
2.667 p=0.460 
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Individuality in Dress 


Table 21 presents the comparison data for individuality in dress. 

The analysis of the statement responses did not indicate a signifi- 
cant difference between the farm and non-farm rural women for individu- 
ality in dress. Both groups indicated a strong need for expressing 
individuality in clothing. 

Approximately a third of each group agreed they like to dress 
differently from others. Although not statistically significant, a 
larger percentage of non-farm rural respondents agreed that ''People are 


too concerned about their dress''. 


Conformity in Dress 


Table 22 contains the comparison data for clothing conformity 
statements. 

None of the data concerning clothing conformity showed statistically 
significant differences between the farm and non-farm rural women. Both 


groups agreed it was important to dress appropriately for social acceptance. 


Clothing Economics 


Table 23 presents the comparison for grouped statements related to 
economics of dress. 

None of the four statements concerned with economics of dress were 
significantly different. Results indicate both groups were similar in 
economic orientation. 

Between 72 and 80 percent of all the women agreed that sewing at 
home saved money, it was expensive to keep up with changing fashions, and 
that they watched clothing expenditures. Over 60 percent of both groups 


purchased most of their clothes on sale. The data suggests the entire 
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Comparison Between Farm and Non-Farm 


Individuality 
% Response Analysis 
qc 
o 
a) a) 
Y 3 
u nm 
oD oO a) 
© wa) a) = 
: me eee | 
a “- 2 Ss 


if jlative: qeey hea 
dit Gerenuly than other 


people. 
Farm Like 87, 2he. ie, Syl 50% 2.966 F=0. 098 
Non-Farm Rural Baas ees) 31.4 2,882, p=Us7 26 
Expressing my individu- 
ality ls, important to me. 
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Table 22 


Comparison Between Farm and Non-Farm 
Clothing Conformity 


% Response Analysis 
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Dressing well is 
important to social 
acceptance. 


Farm 6.9% Lu 57 DOL OL 3.690 F=0.911 
Non-Farm Rural tle em | A hse) 58.8 3.490 p=0.343 
LCSrs-impoertant— to 
wear clothing that is 
socially appropriate 
to the occasion. 
Farm OROZ Bye WA 96.5% 4.207 F=0.782 
Non-Farm Rural 0.0 19.6 80.4 4.078 p=0.379 


My frelends ands leon ten 
dress in similar styles. 


Farm 62207 205 7x L727, 2.448 F=0.119 
Non-Farm Rural DLs0 31.4 hate 22929 ~~ p=0, 732 
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Table 23 


Comparison Between Farm and Non-Farm 


Clothing Economics 


% Response 


In-Between 
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Sewing at home is a good 
way to save money. 
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Keeping up with changing 
fashions is too expensive. 


Farm 6297 20572 
Non-Farm Rural 529 13.7 


I carefully watch how 
much I spend on clothes. 


Farm Sad 20a 
Non-Farm Rural 54 8) sei as 


I buy most of my clothes 
at ‘sale prices. 
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70 
sample was concerned with economics when acquiring clothing. 


Acquisition of Clothing 


Table 24 includes the comparative data concerning acquisition of 
clothing. 

No significant difference was found in the six grouped statements 
between the farm and non-farm rural consumers in acquisition of clothing. 
Approximately half of each group tended to shop locally for most of their 
clothes. 

A higher percentage of non-farm rural women indicated shopping was 
a pleasure and they shop for clothes only when they plan to purchase. 
Approximately 50 percent of the farm women and 30 percent of the non- 
farm rural women disagreed with the statement ''l do not have the time to 


sew at home'', indicating more farm women sew at home. 


Comparison Factors in Clothing Decision 


Table 25 presents the data for comparison factors in clothing 
decisions. 

Of the five grouped statements related to comparative factors in 
clothing decisions one statement was statistically significant at the .05 
level. A higher percentage of the rural consumers agreed ''In general, 
the quality of clothing in the stores is lower than in the past'' 
(p=0.0212). 

Both groups indicated comfort and quality were more important than 
style and price. Between 45 and 50 percent of the women disagreed with 
the statement ''Clothing style is more important than price'', indicating 


price to be more important than style. 
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Table 24 


Comparison Between Farm and Non-Farm 
Acquisition of Clothing 


% Response Analysis 
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To me, shopping for 
clothes is a pleasure. 


Farm 5L.07% 37.9% 31-02 2.966 FQ. 228 
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Non-Farm Rural 3.4 29.4 39. 3.078 p=0. 634 


I buy most of my clothing 
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than out-of-town stores. 
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I often buy new clothing 
at the ''spur of the 


moment". 


a 
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Imshop stor telothes only 
when I intend to buy. 
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too risky. 
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I do not have the time 
to sew at home. 
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Table 25 


Comparison Between Farm-and Non-Farm 


Comparison Factors in Clothing Decisions 
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Other Significant Relationships Between Variables 


Further analysis of variables was conducted to identify any other 
significant relationships within the sample. Some significant differences 
were found between age groups, education levels, and employment groups. 

A significant difference was found between age groups when testing 
shopping enjoyment. The older group (55 to over 65 years) indicated less 
pleasure was derived from shopping (.01 level) than other age groups. 
The younger group (18-34 years) tended to have one or more outfits of 
the latest style (.01 level). Respondents in the middle age group 
(35-54 years) were more interested with the price of specific items 
(.05 level) when identifying important kinds of information. 

The respondents with the highest level of education (completed or 
some college education) indicated less time was spent on shopping 
(.01 level), less importance was placed on purchasing clothing that will 
wear for a long time (.05 level), and less emphasis was placed on seek- 
ing information from the salespersons (.05 level). The respondents with 
grammar school or some high school education perceived the importance of 
brand names as a criteria when selecting items (.05 level). 

Employed respondents tended to be more informed about current 
trends in fashion and clothing (.01 level) and indicated the importance 
of expressing individuality in clothing (.05 level) than the non- 
employed group. The former also tended to read more magazine ads and 
articles on fashion. 

Further analysis of the farm and non-farm rural residence indicated 
other significant differences. Non-farm rural women tended to shop more 
often with a friend (.01 level), discussed current fashion trends with 


friends (.05 level), and looked through more fashion magazines. The 
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farm respondents indicated more interest in information on pattern 


preparation (.05 level), making patterns (.05 level), and advanced 


sewing techniques (.01 level). 


Acceptance-Rejection of the Hypotheses 


Null Hypothesis 1 

There is no significant difference between farm and non-farm rural 

consumers in fashion innovativeness. 

Based on analysis of variance, no significant difference in fashion 
innovativeness was found between the farm and non-farm rural consumers 
tested. The null hypothesis could not be rejected. 

Null Hypothesis 2 

There is not significant difference between farm and non-farm rural 

consumers in fashion interest. 

An analysis of variance did not yield a significant difference in 
fashion interest between the farm and non-farm rural consumers. 
Accordingly, the null hypothesis was not rejected. 

Null Hypothesis 3 

There is not significant difference between farm and non-farm 

rural consumers in fashion opinion leadership. 

No significant difference was found in opinion leadership between 
the two groups, using the analysis of variance. The null hypothesis 
could not be rejected. 

Null Hypothesis 4 

There is no significant difference between farm and non-farm rural 

consumers in individuality in dress. 

Based on analysis of variance, no significant difference in 


individuality was found between the farm and non-farm rural consumers 
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tested. The null hypothesis could, therefore not be rejected. 
Null Hypothesis 5 

There is no significant difference between farm and non-farm rural 

consumers in conformity in dress. 

An analysis of variance did not show a significant difference in 
conformity between farm and non-farm rural consumers. The null hypothesis 
could not be rejected. 

Null Hypothesis 6 

There is no significant difference between farm and non-farm rural 

consumers in economics in dress. 

No significant difference was evident in economics of dress between 
farm and non-farm consumers, using analysis of variance. The null 
hypothesis could not be rejected. 

Null Hypothesis 7 

There is no significant difference between farm and non-farm rural 

consumers in acquisition of clothing. 

An analysis of variance did not indicate a significant difference 
between farm and non-farm rural consumers in acquisition of clothing. 
The null hypothesis was not rejected. 

Null Hypothesis 8 

There is no significant difference between farm and non-farm rural 

consumers in comparative factors in the acquisition of clothing. 

A significant difference was found between farm and non-farm rural 
consumers in one comparative factor in the acquisition of clothing 


(p=0.0212), using analysis of variance. The null hypothesis was there- 


fore rejected. 


nh gondey 9 )b vast Hagia too BIO AI 


ateatingye lie aft ' atenonges teaus. rat Mane 


fags one =ron bis omy natvied SShore tty 2 
eee tl samedchcie- eageninan 

nauwied erat! 74 sot atone | ql Trap hire aay ee ee oe : 
Trev *ovelevlane pefeu . syhwenes aye bm areh — 
7 

7 

_ 


flor aft <Soeh 


potagion ad Den tivoo eieansogyd 
¥ ateappoqyh tloh 


lew aiet=nor bie ara) qoswiad asnaayt?hi tngaltiagle oo el eyniT 
spnicgots % nobtlalepar Wi) ehameReo : 
ennareyith scesltingie #& eyssthr? ser beh soeliev Yo glevians 7 
pnbitials To voi iehiwes nt chotvctioo, (ata ove? ny poe me) nsewied 
eke 


bessele san cow ebegdagayt Ma onT 
& slworisaayt hon 

(ewer anne ti bite urna noswred gone) Ti PT eh! ai, eiedT 
onbdzals, be not lelopan- eid nl erotost ov IeseqnoD ni evarwenes => 


a _ 
‘erws wret-non bee met rsawgad bowel. 250 eore3a2 mh anaelbingl2 Ale 6a 
- 

oniitols to nel rietipos oe Ai votes? aviseneqmia seigenl sromeenes - 
. _ 


joug ach Pleading! [Lipeet? iSoaelvey To 2eelane eee ASLO Oa) : 


CHAPTER V 


INTERPRETATION 


Sproles! (1977) assessment of consumers! orientations toward dress 
provided the framework for this study. The interpretation of the findings 
is discussed in relation to the framework. The objectives of the study 
form the organizational basis of the discussion. 

The first objective was to develop a descriptive profile of 
consumer orientations in clothing acquisition. The findings indicated 
the respondents were interested in fashion with only slight evidence of 
being fashion innovators or fashion opinion leaders. They considered it 
important to be well dressed and often noticed what others wore. 

The consumers considered appropriate dress important for social 
acceptance. They also expressed a need for individuality ana felt 
people were too concerned about dress. 

A high interest in economic factors was indicated by their care in 
watching clothing expenditures and the purchasing of many items at sale 
prices. They also considered it too expensive to keep up with fashion 
and that sewing was a good way to save money. 

Many of the respondents shopped locally, enjoyed shopping and 
generally shopped when they intended to buy. Catalogue buying without 
seeing the items was considered risky. 

In clothing decisions quality and comfort was considered more 
important than style and price, with price more important than style. 
Quality of clothing today was considered lower than in the past. 

In evaluating consumer orientations, the women surveyed expressed 
a moderate fashion and social consciousness and a high economy 


consciousness. This tends to support the findings by Thomas (1975) and 
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Sproles (1977). The greatest difference between the studies occurred 

in fashion innovativeness, fashion interest, and fashion opinion leadership 
categories and was probably due to the fashion orientations of urban 
participants included in the Indiana Survey. 

The second objective was to summarize information on lifestyle 
activities; sources and kinds of clothing information used; and purchasing 
criteria and experiences in clothing acquisition. Generally lifestyle 
activities were typical of a rural setting. A variety of sources and 
kinds of consumer information was used and consumers indicated similarities 
in purchasing criteria and experiences in clothing purchases. 

The findings indicated a high participation in personal interests- 
oriented activities and a moderate interest in social group-family oriented 
activities. Little interest was evident in spectator and organization- 
oriented activities. 

Respondents tended to use catalogues, local stores, and the observa- 
tion of others as the most important sources of information. A higher 
percentage indicated the use of catalogues in the present study in 
comparison to Sproles! (1977) study. The difference could be attributed 
to the accessibility in the urban areas to a larger variety of information 
sources. Although many indicated it was risky to order items from the 
catalogue a significant number (65 percent) used catalogues as a source 
of consumer information. 

The findings indicated use of mass media as a source of information 
was low and consumer education sources were used only to a limited 
degree. The latter tends to appeal to a specific audience. Future 
program planners could consider a different approach to appeal to more 


segments of the population. 


Generally the respondents expressed an interest in obtaining a wide 
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range of consumer information with many topics related to the economic 
factors of acquisition. These findings supported the high economy 
consciousness orientation of the group. 

The selection criteria perceived as important included suitability 
of style, color, and design as well as comfort, quality, ease of care, 
and cost. The indication that less emphasis was placed on fashion tends 
to support ye lower fashion orientation of the respondents. 

The sample indicated an interest in fashion trends although they do 
not always adopt to change. This tends to concur with previous statements 
that suggested they were moderately interested in fashion, they did not 
keep their wardrobe up-to-date with current fashion, and keeping up with 
fashion changes was expensive. 

The respondents indicated purchasing three times as many clothing 
items as they sewed. The majority of the sewers suggested sewing was 
economical and provided a better fit. Thirty five percent of the total 
group agreed they did not have the time to sew. 

The finding generally parallel the results reported by Sproles 
(1977). In both studies consumers utilized a variety of information 
sources for a range of topics. Selection criteria used and problems 
encountered in purchased clothing were also similar, with the majority 
of the respondents purchasing more items than they sew. 

The third objective was to compare orientations to clothing 
acquisition of farm and non-farm rural consumers. No significant 
difference was found between the two groups with the exception of one 
category. Farm residents perceived the quality of purchased clothing as 
lower than in the past at a significant level. The need for quality 


work clothes for the farming population tended to be more important than 


for many non-farm residence. 
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A higher percentage of non-farm rural respondents indicated they 
were more informed about current fashion trends, friends often requested 
their advice on what to wear, and shopping for clothes was a pleasure. 
The findings indicate non-farm residents were more fashion orientated but 
not at a significant level. 

The fourth objective was to investigate other relationships among 
the variables studied. Some significant differences were noted between 
age groups, educational levels, and employment of the respondents. 

The younger age group tended to acquire more of the latest fashions. 
Respondents with the highest education level spent less time shopping, 
placed less importance on long wear characteristics of clothing, and 
were less dependent on information from salespersons than other 
education groups. Individuals with grammar school or some high school 
education considered brand names as an important criteria when select- 
ing clothing. Employed respondents placed greater emphasis on individ- 
uality in clothing and were more informed about current fashions than 
non-employed respondents. 

Many similarities were found in the present study with the Thomas 
(1975) and Sproles (1977) studies. The corresponding results suggest 
consumer orientations in clothing acquisition tends to be similar and 
thus partially predictable when looking at different segments of the 


population. 
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CHAPTER VI 


SUMMARY AND RECOMMENDATIONS 


The purpose of this research was to obtain information concerning 
consumer behavior in relationship to clothing acquisition. Results of 
the study will be used in conjunction with other related research, 
information, and identified trends for the planning and development of 
future clothing and textiles programs for Alberta Agriculture. 

A replication of a descriptive mail Survey, conducted in Indiana, 
related to clothing attitudes, interests, and priorities was undertaken. 
The study was based on Sproles! (1977) work on evaluation of consumers' 
orientation toward dress in relation to three fundamental cognitive 
factors: consumers' orientation toward being in fashion; consumers’ 
orientation toward social appropriateness or conformity to social norms 
in dress; consumers' orientation toward economy in dress. 

The random sample used in the study consisted of 80 women ranging 
in age from 18 to over 65, representing farm, part-time farm, rural 
non-farm, and town residents. The questionnaire was mailed to 210 house- 
holds in the Innisfail district with a 44 percent adjusted response rate. 

The findings indicated the total group of respondents were concerned 
with the economic aspects in clothing acquisition. Generally the women 
were not fashion opinion leaders or fashion innovators but did express 
interest in knowing current fashion trends. They felt clothing was 
important for social acceptance. 

Lifestyle activities of the sample centred around personal interests 
and social oriented activities. Sources of clothing information varied 
with retail communications perceived as the most often utilized. 


Respondents were interested in a variety of consumer information topics 
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with many related to the economic factors of clothing consumption. 
Clothing was most often acquired by purchasing. Approximately half of 
the sample had sewn in the last 6 months and 75 percent of the total 
sample indicated sewing was a way to save money. Many expressed 
insufficient time as a reason for not sewing. 

A comparison of farm and non-farm rural consumers indicated clothing 
orientations were similar with a difference related to comparative factors 
only in clothing decisions. The results suggest place of residence has 
little influence on rural consumers! behavior. 

Consumer orientations in clothing acquisition in the present study 
were found to be similar to those expressed in the Indiana study. 

A slightly higher response rate was acquired in the latter to statements 
related to fashion innovativeness, fashion interest, and fashion opinion 
leadership. These results may be attributed to the fashion orientations 
of urban consumers included in the Indiana survey. Generally the total 
findings of both studies tend to support research which suggests rural 
and urban attitudes and values in clothing acquisition are more similar 


than in the past. 


Recommendat ions 


On the basis of this study, a number of recommendations for further 
research were formulated: 

PA This study was confined to a rural group in central Alberta. It 
would be of value to conduct a similar study throughout the 
province and include urban consumers in the sample. 

2. A larger sample of consumers would allow a multivariate analysis 


for a comprehensive profile of Alberta consumers. 
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Further research on orientation statements based on factor 
analysis is recommended. 
All subjects participating in the study were women. A similar 


study could be conducted with a male sample. 
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August 21, 198] 


The Clothing & Textiles Specialists are in the process of assessing 
needs of rural women in Alberta. Input is required from clients. 


A questionnaire has been developed to assess individual attitudes and 
interests in clothing selection. A survey of rural women will provide 
information for future program planning. 


The questionnaire is enclosed for your review. If you are interested 
in taking part in the survey we would appreciate your response. 


The questionnaire should take 20 to 30 minutes of your time. If possible, 
please return the information in the stamped envelope before September 10, 
1981 to Marilyn McNeil, your District Home Economist in Innisfail. 


The survey is being conducted in the Elnora, Innisfail and Spruce View 
districts. Your name was randomly selected from the telephone directory. 
All returns will be anonymous. Please do not include your name. 

If you have any questions feel free to phone (toll free) to me at 436-9380 
in Edmonton or to Marilyn at 227-6565 (Innisfail). For a toll free call 
from Elnora dial ''0'' ask for Zenith 22333, from Innisfail and Spruce View 
dial the Red Deer RITE number 343-5111. 


If the survey is not applicable to a member of your household please 
indicate the reason and return the incomplete questionnaire. 


Your assistance in providing information for this project is appreciated. 


Yours truly, 


Bertha Eggertson 
Provincial Clothing & Textiles Specialist 
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September 10, 198] 


Last month you were asked to participate in a survey on Consumer 
Interests and Priorities in Clothing Selection. 


If you have returned the questionnaire, thank you for your 
cooperation and assistance in providing useful information for 
future program planning. 


If you have not returned the questionnaire, | would appreciate 

your response before the end of September. Contact Marilyn McNeil 
(227-6565 Innisfail) or me (436-9380 Edmonton) if you have misplaced 
the survey and require a replacement. For a toll free call from 
Elnora dial ''0'' and ask for Zenith 22333, from Innisfail and Spruce 
View dial the Red Deer RITE number 343-5111. 


Thank you for your assistance. 


Yours sincerely, 


Bertha Eggertson 
Provincial Clothing & Textiles Specialist 
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CONSUMER INTERESTS AND PRIORITIES IN CLOTHING SELECTION 


GENERAL INFORMATION. Please read the directions for each section carefully. 
ae are written so you may simply circle or check your answers. There 
are no "right or wrong" answers. It is your opinions that are most important. 


SECTION I - GENERAL CLOTHING INTERESTS. This section contains statements on 
clothing interests which some women have. For each statement, please indicate 


how much you disagree or agree with the statement as a description of you -- 


You strongly disagree with the statement 
You moderately disagree with the statement 


You are in-between, or you equally disagree and agree 
You moderately agree with the statement 
You strongly agree with the statement 


1 & W NS FF 


READ EACH STATEMENT, AND CIRCLE THE ONE NUMBER THAT BEST DESCRIBES YOUR FEELINGS. 
(PLease be sure to answer every question. ) 


TN- 
BETWEEN 
DISAGREE AGREE 
STATEMENTS STRONGLY DISAGREE STRONGLY AGREE 
ay oe fat ay ee a 
LG eseumportant to be “well-dressed <5 ssisespsels oo. 6 1 2 3 4 s) 
To me, shopping for clothes is a pleasure ....... 1 2 3 4 5 
Friends often ask my advice on what to wear ..... ji Z =) 4 =) 
Clothing style is more important than price ..... i 2 ) 4 5 
Sewing at home is a good way to save money ...... ai Z 5 4 5 


I like to dress differently than other people ... l Z 3 4 5 


Keeping up with changing fashions is too 
RBCS LY Ca gta sus ais cin tiem + ia hie lop tenis) =) ss «is! efesele © = > al 2 3) 4 5 


I usually have one or more outfits that are of 
the very latest Style ..... cece cree cee ceeeeeceees a Zz 3 4 5 


I am very well informed about current clothing 
ANdwtasnion tLeEndS «ssvwvcsecss cesutecesevscisisin snes 1 2 3 4 5 


Expressing my individuality in clothing is 
Amportant CO ME 2... reeresevcsccccsssssssscsssves i 2 3 4 5 


I keep my wardrobe up-to-date with the current 
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GENERAL CLOTHING INTERESTS (cont'd) IN- 
BETWEEN 
DISAGREE AGREE 
STRONGLY DISAGREE STRONGLY AGREE 
Dressing well is important to social acceptance .. 1 2 3 4 5 


It is important to wear clothing that is 
socially appropriate to the occasion ..¢..2.+.s.s. 1 2 3 4 5 


I buy most of my clothing in local stores, 
Poet ENaleOULeGE-LOWN SEOLES \sicle csc crciets cele s 6 ore iL 2 5) 4 5 


in zenéral, the quality of clothine available in 


Piematorecmicn lower thane it the! past. cc ves «is. fs i. Z 3 4 5) 
Jecarerullyewatch) how much’ 1 spend on clothes .... 1 Z 3 4 5 
Clothing comfort is more important than style .... 1 Z 3 4 6) 
marcia y notice what other people wear. . <<... «... ut 2 3 4 5 


I usually wear the new clothing fashions before . 
yew Lend seand Mets nbOrs, dO. ess oss s 6 tis mls overs bcs lets 1 2 3 4 5 


Cioening quality 1S°more important Chan price ..... L 2 =) 4 5 


I often buy new clothing at the "spur of the 


SNCMC UY touairs tate, st atelaia'rs4-<is)ie b's oss aisle aves sa Re ON EN RC ik Z 3 4 2 
tepuvemastoremy: clothes at. Sale prices) i454). «sre y 2 3 4 5 
People are too concerned about their dress ....... 1 2 a 4 5 


I shop for clothing only when I intend to buy .... l z 3 4 5 


I spend a lot of time shopping for clothing ...... Al Z 3 4 5 
My friends and I often dress in similar styles ... l 2 | 4 2 
I often influence my friends' clothing choices ... l 2 3 4 5 
I do not have the time to sew at home ............ 1 2 s) 4 5) 


Buying clothes out of catalogues, without 
actually seeing them is too risky .....--+++eeeees iI 2 3 4 oD 


I frequently talk with my friends about current 
Hinge Rebs tae ernie \ MCRL aE RTO) OR OM Oy Se OIRO Oa os ae 1 Zz 3 4 5 


Clothing quality is more important than style .... l 2 3 4 5 
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SECTION IT - YOUR ACTIVITIES. How frequently do you participate in the following 
activities? Circle the number in the column best representing how often you 
Participate...For exanple.7 it you participate at least weekly, circle the number l. 
If you participate about 2 or 3 times a month, circle the number 2, and so on. 


ABOUT ONCE A MONTH 


2 OR 3 TIMES A MONTH LESS THAN ONCE A MONTH 
ACTIVITIES AT LEAST ONCE A WEEK | | RARELY OR NEVER 


Eee OLIGO Vil CUS a foe vate ¢ sNc core ent eiets ts etanedere eter cera ete i 2 3 4 5 
Bavemcinielhn ats ab PESEAULANE! asi sie smetenenye dee © hice" il 2 3 4 5 
COMEOMCONCEEUS, OF CDLAY S: os stelte ate 67s cubieerrerve © oascie sf 2 3 4 5 
Bravyecabuss Wit neOtnery DEOpP Ler. fects crete ele lols ellers L ) 3 4 5 
CORCUGLINS OG POWLANS cries. os ea cl eles aerate Se sine one il 22 3 4 5 
Attend business organization meetings <......... i 2 6) 4 5) 
REA Cee Om LEA SUE CIs so aie’ ie ni Koo are eovetere atone el sie crete aie a 2 3 4 5 
Join in informal gatherings with friends ....... Hl Z 3 G 5 
BeELenae politica hiOLeani zation MECEINGS 1. se. ss i 2 3 4 5 
Reecenas womens ‘Club mMeetang sae ses oss ciciele cle sis’ 1 2 3 4 5 
ParlLicipa cer in OULdOOn SCLIViIttes a. .wisk ss 66 6 i 2 2 4 5 
Repend enubeh Greanization MeeLiangs \s.5j.5 00's «' 1 2 5 4 5 
REBeHNUmeDECLaLOL (SPOL EGi stele alelals cielee cherie aisieicrele ss 1 2 3 4 5 
Havemluneh atl a2 Testaurant) op. ete vere wistets aiete rs so wiceis « 1 Z 3 4 5 
Gace Cin SCaSON ) s..08 65 ss e% Se ivetete rotate siarere eetelate Al Z 3 4 5 
DowhandienraLtse: Ol NOD DLES ccc. occas siclele ce «eos Ai 2 3 4 3 
Sew for myself or my family .........eeee eee eee 1 2 3 4 5 
Supervise youth SroupS ..-eeeeeersecrcecceccecee uy Z 3 4 5 
Do volunteer community Work .....c.eecescsrcccces i 2 3 4 ¥) 
Go shopping with friends .....-.-+.eeeeeeereeeees 1 2 3 4 5) 
Bake for family and friends .........--+eeeeeees ds 2 3 4 5) 
Do exercises at home ....e eevee ereseccccscvesecs 1 Z = 4 5 
Entertain in my hoM€ ....--eeeeeeececrecrrececees iL 2) 3 4 5 
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SECTION III - SOURCES OF CLOTHING INFORMATION - In keeping informed about 
current clothing and fashion interests, some sources of information are nearly 
always used by people, while other sources may never be used at all. What 
sources of information do you use in keeping up with your clothing and fashion 


interests? Circle the number in the column best representing how much you use 
each source of information. 


SOMETIMES 
USED 
SELDOM USED OFTEN USED 

SOURCES NEVER USED ee USED 
Resuinyemapagine-.ads on fashions: «.<.acssce. sia 1 2 3 4 5 
Readine@snewspaper ads on fashions ...s.% «sss i 2 3 4 ) 
Reading newspaper articles on fashions ..:...... L 2 3 4 5 
Readingsmarazine articles on, fashions, «4..<..... uF z ) 4 5 
SOUP AMe ME NC LOC AIM SLOLe Ss 7c ic. ceusnere ea ere lateroretets sie 1 Z 3 4 5 
Watching what other women are wearing .......... uy Z 3 4 5 
Oda Cent eS LOM «6 NOWSs os ccrsherce wiayers ensiat scene 316 f/eieiereie al 2 3 4 5 
Reading home economics publications and 

PS Se ela eyo CI ee eer a a Bay iter ee il 2 3 4 =) 
Attending home economics programs .............. 1 2 3 4 5 


Attending clothing programs offered by fabric 


Seotes soOreacompanies slike Sane Fveusn slats ioe siete «0 ul 2 3 4 = 
Talking with friends about current fashions .... 1 2 3 4 5 
Talking with store salespersons ....-..-ssvcceess 1. 2 ) 4 5 
Looking through mail order catalogues .......... 2 2 3 4 5 
Talking with family members .....e.eceeeeceesoes i Z & 4 5 
Seeing what movie and TV celebrities wear ...... uf Z S 4 3 
Observing clothing store displays .............. 1 2 3 4 5 
Reading sewing columns in newspapers .....+--+--- i 2 3 4 5 
Watching clothing advertisements on TV ......... 1 Z 3 4 2) 


Looking through fashion magazines like Vogue or 
BA Ce re octets ae 5.0 6js 6 a ahala le wile 616 8 G.6.$16 6: 0,508 \e eso .¥ 078.8 1 Z 3 4 5 


Looking through fashion magazines like Glamor or 
MAGEMOU Se Ue selec s s says spsieurie. «wis ieyere)sisie sys os 4.0 «6.51005! s « He 2 3 4 5 


Looking through women's magazines like 
Chatelaine or Family Circle .----sseeeeeesereees ia 2 5 4 5 
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SECTION IV - KINDS OF CLOTHING INFORMATION. What kinds of information about 
clothing are important to you? Circle the number in the column best representing 
how important each is to you. If any kind of information does not apply to you, 
circle the "Never Important" column. 
SOMETIMES IMPORTANT 
SELDOM IMPORTANT OFTEN IMPORTANT 
INFORMATION CONCERNING: NEVER IMPORTANT ALWAYS IMPORTANT 


How to care for my clothing (washing, dry 
Clesnine, “spot removals eter ecco ce ees 1 2 3 4 5 


The very newest styles of well-known fashion 


Sd ELE We iarelevece a cles © sis la: stave jets stein a a eiatele Goetete meso cuar A 2 3 4 5 
Sebectinpemen Seclothing: san cece ee eee ee at Hl 2 S 4 5 
Ree mprdeenem Speci t 1c. 1 Lem Sy ments wieterece eg aiee eee te ere al 2 3 4 5) 
Selectingra well-made “quality™ fabric ..2.<2 ss. i Z 3 4 s) 
Pattern preparation for home sewine  .. 6% «ss. <6 1 2 3 4 5 
Where to buy specific fashion brand names ...... uy 2 3 4 5 
Curie it moa LoS eine tN SCOLCS Wats snd os sie tinisie Wales 6 i Zz Ss) 4 5 
How to use advanced sewing techniques .......... il 2 3 4 ) 
SeLCCL ine clothing «tor thevelderly: wsc6s ses ses es i 2 3 4 5 
PaAbDeeecoucenGe Of (ENG pLaDL 1G sects «cls crete <i sine se! eis. al 2 3 4 5 
Remodeling or repairing clothing items ......... 1 Z 3 4 5 
Selecting accessories (belts, scarves, etc.) ... At Z 3 4 5 
Cubic ke sewine  CeCiil QUES) s slew slctsss sss) ee 0s ois) s415 0s 1 Z 3 4 5 
Where tolwedr Certain SUtYLeCS sieves. obs sss es eles iL 2 3} 4 5 
HOW tO Ma Kes PACLELINS, <isisusisus custnsins © api ei* oe s 10 + sie) 6 A 2 3 4 5 
Selecting children's clothing .......seeeeeeeees 1 2 3 4 5 
Fashion trends in big cities like Toronto ...... 1 2 eg) 4 zy 
How to budget my clothing purchases ........---- L ys 3 4 2) 
Current fashion trends in my home town ......... ul Z 3 4 > 
How to plan and coordinate my wardrobe ......-.- A 2 § 4 5 
Liver BE GRIGG Wake cits oleate le lolotels le Wiuth: o lbiniestel> ohstate us ehelstolisie « i 2 3 4 5 


Comparing quality of different brand names ..... u 2 3 4 2) 
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SECTION V_- PURCHASING A CLOTHING ITEM. 
purchase an item, such as a dress or a suit, 


following factors? Circle 
important each of these factors is to you. 


98 


When you are making a decision to 
how important are each of the 


the number in the column best representing how 


SOMETIMES IMPORTANT 


ALWAYS IMPORTANT 


5 


i) 


5 


SELDOM IMPORTANT OFTEN IMPORTANT 
NEVER IMPORTANT 
COU OREO MeLNe CORON sc ein een, aie pee lccreeiste le a we 3 
COS Gao MeCN a OA TIENT has ac. uae olan, Rene ee oe al 2 3 
POD SELUACIVGGe ¥EING gai). ic ecole a cree rene aketoie Woe Rene eae 1 2 3 
Dey LoOakS (200d On. My AeULe soils 'eaiets eats slois as ti 2 2 
BEOVGmIAuCmO Lat Ne. CATMCH te cps. ceokePekeecbesene edertuais 1 2 3 
ReDUedoLOns Of CNe. SLOT EC! eelcic s ctaicts cia mere eee tears ul 2 3 
Bnoosiie the most Current, Lasnion -ssciees oe oss < i 2 | 
Pee oberconletiewo i thie pha br iC... .eiearen ce cronies Af 2 3 
Racecar Om decion of Che, Labr IC io cupaskegs s sec shale’: de Z 3 
Choosing garments that wear for a long time ... 1 Z 3 
Advice from the store s“salesperson 3.........: nt 2 3 
RaseeOL, Caren waai 10 .sC LCAnd No Mss eisarersttiels ale. 1 Z 3 
Otel intl VarO Lo CONS PEUCT LOM: 15 0c vss oie ets eialegs srole es a1 6 1 Z 3 
COMPO ELIOT  CNe. PATMCMN «sist os stclesie se s.5r5 eievcle\ere ote 1 Zz 3 
Opinion of my shoppine companion 9.265 estes wissen of fi 2 ) 


SECTION VI - CLOTHING EXPERIENCES. For each question, please check or write 
in the answer that applies to you. 


Me 


In the past year, have you had any of these problems with clothing quality? 


Check as many problems as you have actually experienced with clothing 
purchases for yourself. 


Poor fit of store-purchased clothes .....cccesescescssccccces 


Fabric wearing out too 
Colors fade in washing 


TUTE LY we wig teiv seis min wis eae Se ielste vise a ausietels 


Cleaning instructions are not easy to understand ............ 


Seams tear apart ..... 


G6) 6) 6) 6LOLGAOLO0) 0 6.0 (6. 6.6) 6.0.0: .6) © 6.6 (6) 6 (6) (6)'6) 6) 0) 8.0600) (6: (6 6) Oe 


Mistakes in construction (uneven hem, seams pucker, etc.) ... 
Shrinkage of clothing when washed or cleaned ....-+.eeeeeeeee 
Zippers that do not work properly ....--seeeeee eee erereeceees 


Lower overall quality 
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CLOTHING EXPERIENCES (cont'd) 


Which ONE of these statements best describes your reactions to changing 
fashions in women's clothes? Even though there may not be a statement 
listed which exactly describes how you feel, make the best choice you can 
from the answers listed. CHECK ONE ANSWER ONLY. 


I read the fashion news regularly and try to keep my wardrobe 
up-Co-daterwith the stacnion trends Pace sees chick Oakes ease wee 


I keep up-to-date on all the fashion changes although I 
don't always attempt to dress according to these changes .... 


I check to see what is currently fashionable only when I need 
COMDiLy PoOMeCRTieW CLO LDCS .c.vsuc erete retire titel 4 elatele « soviclslc cecuteme ener eFe rea 


I don't pay much attention to fashion trends unless a major 
chang eeta ke sip Pamermts, 25 ies Sele ew 3 Sie le 5 une 6 ole ole Wels eek wie ss 


ieanenotwatealt anterestedeinerashione trends <2... sess ess 


In the past six months, have you sewn any clothing items at home, either 
for yourself or some other person? IF NO, SKIP TO QUESTION 4. 


Yes No 
3a. If YES, about how many clothing items YOURSELF 
for each of the following people? Write HUSBAND 
in your best estimate in the blanks. CHILDREN 


OTHER PEOPLE 


3b. In your opinion, what are the best reasons for sewing clothes at 
home? Check only TWO reasonsin the following list. 


TOe2e Cede DEC Cr © Pir sore rete eae cele 6 elaine ele ial opis tere ste sore 
To make better quality clothes than are in the stores 

Too mavesmOres CLOCneS LOT MMYVSELL Coles sc sine sively «ssi oleate 
Asuna Lelsure, Clme ACLAVICY cc .tetee ce iels cise se oe te fate oa vase Wis 
AS @ way tO SAVE MONEY eee ee ese ec recess eveccecesccees 
To create my own unique faShions .......ee eee eee eee eces 


aaa 


3c. Estimate the percentage of your wardrobe that you sew. Check the 
appropriate percentage: 
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CLOTHING EXPERIENCES (cont'd) 


4. In the past six months, have you acquired any of the following clothing 
items for yourself? In column (1), write in your best estimate of the 
number of items which you purchased from a store or catalogue. In 
column (2), write in your best estimate of the number of items you made 
by home sewing. 


(1) PURCHASED (2) SEWN AT HOME 


Goat, Gout wor PL ave re alle siecs sales ss 
DECSSYye Lan ESUIUE GN. Se. Sreteh cl atotite «vets fe es 
Casual Everyday Pantsuit or Jeans .... 


Sioliwea Irmmtcmeteretecavetote evvchatcy semen sie rere eneree seein 


SECTION VII - YOUR FAMILY SITUATION. For each question, please check or 
write in the answer that applies to you. 


1. Indicate the location of your residence. 


farm - full-time farmer 
- part-time farmer 


non-farm - rural 


town 


2. What is your marital status? (if widowed or divorced, check single.) 


married 
single 


3. How many of your children live at home with you? 


Number under 18 years old 
Number over 18 years old 


Indicate if there are others besides your immediate family who live with 


you. 
Yes No 
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YOUR FAMILY SITUATION (cont'd) 


4. In which of these age groups are you? 


18 - 24 
2> = 34 
35 - 44 
45 - 54 
55 - 64 
65 & up 


5. What is the highest level of schooling that you have completed? 


Grammar School 

1 - 3 years High School 
Completed High School 

1 - 3 years College 

4 or more years of College 


TT | 


6. Are you currently employed outside the home? 
Yes No 


6a. If you are employed, what is your occupation? 


6b. About how many hours a week do you work? Number 4 


Please be sure you completed all questions on each page. 
PLease return questionnaire in the enclosed postage-paid envelope. 
THANK YOU FOR YOUR PARTICIPATION: 


=) ae yee 1A | Ans Ae 


